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Abstract
The publishing industry is facing a transition era, where the 
development of new digital technologies has led people to adopt 
new reading habits, where every day is less common to receive 
content in a piece of printed paper, and more and more common to 
do it through a screen.
Digital publications have been present for a while, facing constant 
changes, so this theoretical-practical research aims to explore their 
transition, what they have done, and what are they doing to respond 
to their readers’ needs. Emphasized in digital magazines, the objective 
is to understand them from its roots, analyzing concepts related to 
editorial design and through theory and the work of designers who 
redefined the concept of publications on the screens. This theoretical 
part is complemented with the study of two areas of design that are 
related to the development of digital products: user experience and 
user interface. 
The two case studies presented, Wired and The New Yorker magazines 
explore what magazines that have lead the market in terms of 
innovation and design have done in recent years and how are 
they facing today’s challenges. In addition, in this critical analysis 
exploration, topics such as their online strategy, design of their apps, 
and their activity in social networks are explored.
The practical project developed, seeks to apply the concepts explored 
in the theoretical part of the research, in order to respond to the needs 
of a cultural magazine of Mexico, La Tempestad. Through a survey, 
the reading habits of the target audience are analyzed to understand 
what readers are looking for and create a solution that is appropriate 
for them. A graphic proposal of a digital magazine in the form of an 
application is presented, with interactions, design, and navigational 
tools the app seeks to create a unique experience with their readers. 
Key words: 
Digital Publications, Magazines, User Experience, User Interface.
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Glossary
App: abbreviation for application: a computer program or piece 
of software designed for a particular purpose. Usually they can be 
downloaded onto a mobile phone or other mobile device
Bar: A narrow pane on the side of a surface, typically used for 
commands or status information. Menu bars, toolbars, tab bars, 
navigation bars, and status bars are typical examples. 
Gesture: A touch-based movement on the screen used to issue a 
command. 
Grid: An invisible alignment system used to give a page a coordinated, 
orderly appearance.
Icon: A small picture-often rendered using 3-D, full color, and shading, 
used to label a command, option, or object. 
Information architecture: The design of the organization, labeling, 
searching, and navigating of information within a product so that 
things are easy to find. 
Interaction design: The interaction design of a product-how it ‘feels’.
Layout: Composition in which the designer establishes the 
arrangement, proportions, and relationships between the elements on 
a page.
Link: A control used to navigate to another page or initiate a 
command. 
Navigation: Describes the interaction in which users find their way 
through a program to access information or a feature or to perform a 
multistep task. 
Pane: a rectangular region within a surface, typically used for 
secondary information or commands
Personas: Personas are used in design, usually in the context 
of designing services in order to apply fictive user perspectives 
thoroughly and systematically during the designing process.
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Platform: an environment for using and developing Software
Prototype: An interface mockup that demonstrates how a program or 
features is going to look or behave.
Scroll: To move the content of a surface to change its visible portion
Swipe: A touch gesture that is straigh across an object, typically used to 
reveal commands or more information.
Task: A unit of activity that achieves a user goal, which may consist of 
several steps. A task achieves a user goal, whereas a step alone may 
not. Simple tasks may have only one step. 
Task flow: The presentation of a multistep task across pages or within a 
single page. 
UX (User experience): is the process design teams use to create 
products that provide meaningful and relevant experiences to users
UI (User Interface): is a conduit between human and computer 
interaction – the space where a user will interact with a computer or 
machine to complete tasks
User research: Refers to a variety of techniques used to gain insight 
into user needs and behaviors. 
OS (Operating System):  the software that controls the basic operation 
of a computer or computer network
Visual design: The visual design of a product-how it looks.
Visual hierarchy: A presentation format that emphasizes the most 
important information and is easily scannable. 
Widows: term used in graphic design to refer to a very short line, 
usually one word, or the end of a hyphenated word at the end of a 
paragraph or column. 
Wireframe: A prototype with content and functionality represented by 
rough controls, rectangles, lines, text, and simple glyphs.
Zine: a noncommercial often homemade or online publication usually 
devoted to specialized and often unconventional subject matter
XIII
Table of Contents
1. Introduction 17
2. State of the art 19
2.1 Background 19
2.2 Practical context 20
2.3 Sociocultural and Economic context 22
3. Editorial Design 26
3.1 What is Editorial design?  26
3.2 The Reading experience 28
3.3 Magazines 30
3.3.1 Definition of magazine 30
3.3.2 History 31
3.3.3 Magazine covers 35
3.3.4 Types of magazines 38
3.4 Structure 40
3.4.1 Layout 40
3.4.2 The Grid 41
3.4.3 Digital Grids   42
3.4.4 Navigation 44
3.4.5 Typography 47
3.5 Anatomy of a magazine 51
3.5.1 Inside the page 52
3.5.2 Elements for Digital magazines 55
3.6 Digital publications 57
3.6.1 History 57
3.6.2 Digital magazines 59
3.6.3 Formats 63
4. User Experience & User Interface 65
4.1 User Experience (UX) 65
4.1.1 Activities and methodologies in a typical UX process 66
4.1.2 User research 67
4.1.3 Design 69
4.1.4 Usability Testing 72
4.2 User Interface (UI) 73
4.2.1 Visual Interfaces Design Principles 73
4.2.2 Tools for creating a visual structure 75
4.2.3 Designing for mobile devices 76
4.2.4 Mobile navigation and controls  78
4.2.5 Multi-touch gestures   82
4.2.6 Controls 84
4.3 Tablets vs. Smartphones 87
4.3.1 Smartphones - Communication, networking, and 
availability                        87
4.3.2 Tablets - entertainment and relaxation  88
5. Case Studies 89
5.1 Wired 89
5.1.1 History 89
5.1.2 Wired app 95
5.1.3 Online presence - social media 100
5.1.4  Website 102
5.2 The New Yorker 105
5.2.1 History 105
5.2.2 The New Yorker in numbers 105
5.2.3 Digital Channels 106
5.2.4 Apps 106
5.2.5 Social media 111
6. Practical Project 115
6.1 La tempestad 115
6.1.1 Definition of the problem  116
6.1.2 Magazine goals 117
6.1.3 Readers 117
6.1.4 The project 118
6.1.5 Analysis of competition  119
6.1.6 Visual System 123
6.2 User Research 130
6.2.1 Surveys 130
6.2.2 Personas 135
6.3 Design  137
6.3.1 Site map 137
6.3.2 Task flows 139
6.3.3 Wireframing 140
6.3.4 Visual Design 144
6.3.5 Prototyping 151
6.3.6 User Testing 151
6.3.7 Result 152
6.3.8 iPad Screens 165
7. Conclusion 170
8. Bibliography 172
9. Appendix 176
9.1 Survey 176
9.1 Low Quality Wireframes 182
9.1 High-Quality Wireframes / process 187
17
1. Introduction
Printed publications have existed for more than 500 years, playing 
an important role in people’s daily life. Getting the newspaper in the 
morning was the daily source of news and information. Entertainment 
was fed by magazines, which were usually read in the waiting room, in 
a coffee shop or a beauty salon. Printed publications were a big part of 
everyone’s daily life.
However, technological development in the last decades has changed 
this scenario, leading the publishing industry to rethink their 
products, entering into a new era of transition. With the Internet, 
new forms of communication and publishing were born, threatening 
the conventional business model, people started to question why 
paying for something that could be found online for free. However, 
not only the Internet and software played an important role in this, 
hardware was important too. When devices such as the iPad, Tablets, 
and e-readers were introduced the publishing industry was no longer 
limited to a piece of printed paper; these developments brought new 
requirements but also a world full of possibilities, not only for the 
publisher but for the readers too. 
It is important to mention that readers still enjoy what a printed 
edition can offer: the feel of the paper, turning pages or the scent of 
the inks is something that only a printed object can create; a unique 
experience, that can not be easily replaced by the screen. Nonetheless, 
this experience is the result of years and years of exploration, 
moreover, in just one edition, editorial designers for printed editions 
might spend hours deciding about the format, the type of paper and 
the number of inks, so the question will be, what digital publications 
designers must be exploring, and which factors do they have to take in 
mind to create an experience with their readers. 
Since the mediums are totally different, this dissertation aims to respond 
to what does the digital publications have done and what else could be 
done in order to create a new experience with the readers. It also seeks 
to understand the possibilities that digital editions have nowadays, with 
all these technological developments, new things can be created for 
the screen, now, publishers and designers  can tell a story in a way that 
the printed edition never could, through interactions, moving images, 
sounds and a lot more. Additionally, the benefits that can be reached 
by this kind of publication, such as the data that they can offer: metrics, 
statistics, and numbers that have helped publishers to have a better 
understanding about what their readers are looking for.  
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The research is concentrated on magazines since these kinds of 
publications have been an important object of study in the design 
field due to their dynamism and what they have pointed since their 
creation. Magazines are not limited to communicating, informing, 
or entertaining; these publications reflect in their pages the time 
in which they were designed through their graphic style and their 
printing techniques.
The first chapter explores the editorial design. The reader will 
understand what is editorial design, what is a magazine and the anatomy 
of it. Additionally, how these publications have been evolved through 
different developments, since printing techniques to the tablets and 
smartphones inventions. It also explores how editorial designers as Scott 
Dadich, Leslie Jeremy or Mark Porter, were able to develop new forms of 
interpreting the editorial design for digital publications. 
The second chapter emphasized in understanding the process of 
creating a user experience for digital platforms. Topics such as user 
research, design, and prototyping are analyzed. Besides, in this 
chapter, the concepts for designing Interfaces are also explored, giving 
the reader a general idea about the navigation, controls, and visual 
systems for building interfaces.  
In the third chapter, two cases of study are presented in order to 
understand what real magazines are doing in terms of digital presence. 
These two magazines have led on innovation in their digital platforms. 
In the first case, Wired, with a stronger combination of technological 
innovation and editorial content, was the first magazine that released 
its iPad app, characterized by its navigation and interactivity. The 
second case is related to The New Yorker magazine, which has been 
working during the last decade for maintaining their good sales 
through a good online presence and high-quality digital products.
The final chapter presents the practical project, where the theoretical 
and practical concepts from the previous chapters are applied. A 
Mexican cultural magazine, La Tempestad, was chosen in order 
to become the object of study. Along with the magazine’s team 
members, its problem, goals and target groups were defined. Besides, 
quantitative data were gathered through a survey to understand the 
users and define the best solution for the digital publication. The 
practical project consisted in designing not only a magazine app, but 
also an experience that could transmit the essence of the magazine. 
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It is considered that the publications were born due to three significant 
inventions: writing, paper, and printing. The writing was the first to 
appear in this context, it has existed since the 4th Millenium BC, and it 
is attributed to the Sumerians. Then, the paper which was developed in 
China by the year 105 AC, and printing, which is ascribed to Johannes 
Gutenberg, invented in 1450 in Germany. Within the publications field, 
there are books, newspapers, supplements, and magazines, which are 
the main topic of this research. (Encyclopedia Britannica, 2018)
The history of magazine publishing, which is going to be detailed 
in Chapter 3, dates back to the first magazine, Erbauliche Monaths-
Unterredungen, published from 1663 to 1668 by Johann Rist in 
Germany, it is considered the first publication to resemble a 
modern magazine. Soon after, periodical publications had begun to 
expand throughout Europe. In America, the first magazine appeared 
almost 80 years later (1741). Technical innovation, the demand 
for fast information and regular entertainment, as 
well as various social changes, led magazines to 
an expected growth during the following years. By 
the end of 1980, in the United States and United 
Kingdom magazines were in the golden era, 
determined by massive collaborations and the high 
respect from professionals of editorial design and 
graphic journalism. (Danesi, 2015)
Ten years later, the world wide web was introduced, 
pointing one of the most critical changes in the history 
of publishing and the most significant threat for print publications. The 
traditional business model of the magazine was challenged mainly by 
the release of online publications, blogs, and social media.  
However, the 2000s, before the iPad and the rest of the tablets were 
released in the market, magazines still had a favorable presence 
among the readers. With the introduction of different technologies to 
the publication field, the most prominent editorial groups managed 
to transfer their content to the internet, developing versions for their 
web pages and mobile devices. First, digital publications were based 
on a web page that provided an archive in PDF with the printed 
version. Consequently, the idea was to produce analog objects that 
could be accessed by different digital platforms. It was intended that 
2. State of the art
2.1 Background
Ten years later, the 
world wide web was 
introduced, pointing 
one of the most 
critical changes in the 
history of publishing 
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the experience for the reader was the closest to the analog version, 
developing applications where the user was able to ‘turn’ the pages like 
in the printed version. (Caldwell, 2016) 
When the iPad was introduced in 2010, it unfolded a full world of 
possibilities to publications; designers were challenged to develop 
a new type of visual navigation for multi touch screens. The tablets 
also brought the possibility of integrating 
interactivity and enhance the experience with 
different contents as moving images. 
The accelerated changes in technology 
during the last three decades also brought 
specific changes in people’s behavior regarding publications, as the 
reading habits or the way the news and information are consumed. 
Consequently, a lot of applications and digital versions were released, 
launching new ways of consuming publications, very different from 
traditional ones. One clear example of them, are social magazines, 
which are publications where the user decides what to include based on 
their interests and personal preferences, the most famous is Flipboard. 
Social magazines are going to be discussed later in Chapter 3. 
Seeing that, we can point that editorial design is no longer restricted 
to a sheet of paper, today and for the first time in history, it is possible 
to interact with publications through the new technologies; therefore 
we are in an era of possibilities between the editor and the reader.  As 
a result, is less common to find magazines that only work with printed 
editions, on the contrary, everything is a set between the paper edition, 
web pages, apps, and social media presence, so, one of the biggest 
challenges relies on making that everything fits, visual identity has to 
work on paper and in the other digital media. 
2.2 Practical context
In this part of the research, it is going to be analyzed how the biggest 
publishers reacted to the different changes that brought the digital era. 
On the very first beginning when the world wide web was introduced, 
everyone wanted to be there, fill the web pages with their content and 
figure out how to work with this new language and most importantly 
how to achieve a relationship between the web page and the printed 
edition. By 2010, when the iPad was introduced, publishers wanted 
to exploit the possibilities of doing almost everything with this new 
device. As a result, designers, programmers, and creative directors 
put all their efforts into achieving something big while developing 
the iPad apps, and somehow they did it. For the first time, magazines 
had different forms of interaction between the reader and publisher, 
moving images, links, sounds, prototypes on 3D were included. Wired 
When the iPad was introduced 
in 2010, it unfolded a full world 
of possibilities to publications
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made excellent work integrating their content with all these new forms 
of interaction. However, this change also brought different problems; 
for example, users experienced difficulties while downloading the 
magazines because they were big size; on a consequence, the pages 
took time to load. Also, the fact that adding many interactions made 
the readers get lost inside the publication and get easily distracted by 
external agents far from the content. 
Lots of publications, especially the smallest or independent have been 
using the “replica”, a term that refers to publications that hung the 
printed version on an online source like a webpage or even an app but 
only as non-interactive PDF. 
Nowadays, with the presence of social media, we can see a mix of 
everything, magazines need to be present in both formats physical 
version and online. The online version can include different platforms 
like the web page, apps for mobile devices, newsletters, social media, 
among others. 
Two main models in the digital magazine industry can be identified. 
The first one is the ‘complete’, this model of magazines has the 
printed version, apps adapted for the different mobile devices (tablet, 
smartphone, and smartwatch) web page, and are complemented with 
an excellent presence on social media. Most of the business models 
on these magazines work in the same way, users pay for a subscription 
for the printed edition, and they get access to all the digital contents, 
which generally are extra contents from the paper editions, including 
videos, interviews, and animations. Besides, users also have the 
option of paying only for digital access, which is cheaper, and the 
content is the same with the only difference that they do not get the 
physical magazine. Magazines that were observed as good examples 
of this model are Wired, The New Yorker, Vogue, National Geographic, 
Harper’s Bazaar, Real Simple Magazine, among others.
The second model is the exclusive online magazines, which put all 
their efforts to have an excellent online presence. These magazines, in 
 general, are presented as websites, a good example is the Teen Vogue 
magazine, that in 2017 stopped the printed version for continuing only 
online. In this case, the content is broadcasted by a web page system 
where the user has free access to all the articles and readers are able 
to jump between contents, see videos and even go directly to a link 
to buy things that the magazine recommends. The magazine could 
get profitable through the banner ads on the site. Generally, these 
magazines must have an outstanding presence on social media, since 
it is one of the main entry points to their websites. 
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As the different magazine models were analyzed, it was possible to 
determine the fact that magazines work depending on their subject. 
For example, fashion, design and art magazine readers still prefer 
the printed version because it is considered as an object if it is 
compared with a computer magazine, which only works as a source 
of information, consequently readers will be more attracted to the 
digital version. 
In order to complement the analysis of practical work, two case 
studies were developed. Based on two magazines that applied 
different strategies to have an excellent online presence: Wired and 
The New Yorker. In each case, it was explored what they did from 
the time the internet appeared to what are they doing nowadays to 
maintain their presence in the digital world. Moreover, navigation 
tools, user experience, and the visual language applied to their 
mobile apps were analyzed. 
2.3 Sociocultural and Economic context
To understand the context in which magazines have been developing 
during the last decade, it is of vital importance to study other aspects 
besides the visual design, user experience, or interactivity. Another two 
aspects were considered to complement the research: the economic and 
social aspects. 
In the economic context, it was found that magazines are becoming 
popular among software millionaires investors. In the last decade, there 
have been some acquisitions in the publishing market; in 2012, Facebook 
co-founder Chris Hughes bought The New Republic magazine. Motivated 
by an interest in the future of high-quality long-form journalism and 
focusing on finding a successful digital strategy, Hughes owned TNR 
magazine until 2016. However, his tenure as owner of the magazine is 
considered a disappointment since he invested over $20 million in trying 
unsuccessfully to rebrand it as a “digital media company” and in his last 
year traffic’s site declined by nearly 40%.  (Byers, 2016) 
Later, in 2013, Jeff Bezos, who is the founder and CEO of Amazon, 
purchased the Washington Post for $250 million. Then in 2017, The 
Emerson Collective, an organization run by the philanthropist and 
billionaire widow of Apple’s Steve Jobs, Lauren Powell Jobs, bought a 
significant stake in The Atlantic magazine intending to ensure that the 
Atlantic continues to fulfill its critical mission at the critical times. One 
of the most recent acquisitions was in 2018, when Marc Benioff, chief 
executive of the software company Salesforce and his wife Lynne, decided 
to buy Time magazine from Meredith Corporation for 190 million dollars. 
(Montag, 2018)
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Software billionaires are buying editorial groups, not because of their 
print profitability but because they can sense strong potential in 
the digital publishing, they can see a bright future on this, precisely, 
because they understand how digital technology is working. 
Additionally, one of the critical reasons to consider magazines as a 
promising prospect is because magazines have a great and unique 
focus on specific forms and content, they have a trusted editorial 
record that frames and curates their contents, so magazines attraction 
is quite different to the current of social media. Consequently, digital 
magazines may increasingly come to be valued because they work 
for the reader in a way the most social media does not. Social Media 
have a strong appeal because they aim to cover, and to attract, all 
information, as much information as possible and they have managed 
to monetize the users’ attention from the abundance of information. 
(Hodgkin, 2018) 
In this context, Herbert Simon, the Nobel prize-winning economist 
and founding father of Al noted:
“In an information-rich world, the wealth of information 
means a dearth of something else: a scarcity of whatever it 
is that information consumes. What information consumes 
is rather obvious: it consumes the attention of its recipients. 
Hence a wealth of information creates a poverty of attention 
and a need to allocate that attention efficiently among the 
overabundance of information sources that might consume it.” 
(Simon, 1971 p-40). 
This statement can lead us to social media, platforms that are only 
looking for switching channels, follow the links, and exchange likes. 
Consequently, a space for alternative and more reliable sources of 
information supported by traditional media is created. This is the 
reason why magazines are considered as a means of communication 
with a promising future, with quality archives and in-depth content.
To complement the economic context, it was of vital importance to 
study the sociocultural aspect, to understand how people are behaving 
nowadays regarding publications, what are they reading and how, 
additionally to understand how are they getting the content. Different 
studies were taken as a reference for this section. 
First of all, it was essential to understand what people read and how. A 
research made in Mexico was considered as a reference, because of the 
relation with the practical project.
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The study named MOLEC, conducted by the INEGI (National Institute 
of Geographic and Statics) in 2018, analyzed the population of 18 years 
old or more in Mexico and showed the following data:
The population that reads a material considered by MOLEC 
(Books, magazines, newspapers, comics, webpages, forums, or 
blogs) have decreased from 
97.7%
84.9%
38.2%
26.8%
23.2%
20.9%
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Another study conducted by Pew Research Center which sought to 
determine how people were getting the news in 2018 showed that 
68% of Americans at least occasionally got news on social media, even 
though many of them have concerns about its accuracy. Americans said 
that they use social media platforms to get the news because of their 
convenience, and ease of use but also because of the interaction that is 
generated with other people. Facebook is still far and away from the site 
most commonly used for news. About 43% of the people get news on 
Facebook, followed by Twitter and YouTube. (Pew Research, 2018)
In conclusion we can observe how magazines have reacted to an era 
where everything is changing, and changing very fast, not less than 
a decade ago, every effort of the big editorial groups were focused 
on having a proper application for iPad, today’s magazines efforts 
are on having a respectable presence online, in every platform. It is 
impossible to predict what it is going to be next and the challenge for 
magazines relies on knowing how to respond to this era of changes.
It is impossible to predict what it is 
going to be next and the challenge for 
magazines relies on knowing how to 
respond to this era of changes.
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As one of the main topics for the development of this research, it is 
considered vital to understanding what exactly is Editorial Design. 
Yolanda Zappaterra and Cath Caldwell have defined the term as: “A 
form of visual journalism”, they assure that this is what distinguishes 
it from other graphic design disciplines and interactive formats. An 
editorial publication can entertain, inform, instruct, communicate, 
educate, or be a combination of these things. (2014, p.8).
To complement this, authors Sue Apfelbaum and Juliette Cezzar define 
it in the following way: 
“Editorial design is a discipline of communication design 
that specializes in publications of a serial, periodical nature, 
which are unified by a distinct editorial or creative vision, 
are produced at a predetermined frequency, and are made 
available by subscription and/or strategic distribution. A more 
tangible way to define editorial design would be to say it is the 
design of magazines, newspapers, and journals”. (2014, p.8).
Besides, Michael Renaud, who is the creative director of Pitchfork 
an online magazine based in Chicago, states that “Editorial design 
is a responsibility to communicate and present content in the most 
efficient, legible, and engaging way possible. It is giving your readers 
every opportunity to immerse themselves in the words and imagery 
you’ve created without distraction”. (Apfelbaum & Cezzar, 2014, p. 130) 
Therefore, the main objective of editorial design will be to 
communicate an idea or a story through different elements as images 
and text; these elements work according to the way they are presented 
on the editorial piece. For example, if a headline is presented in a 
magazine, the main objective will be to catch the readers’ attention.    
Nevertheless, it is essential to have in mind that in the last decade 
editorial design has been redefining, adapting to the constant changes 
that technology is offering in this new era, where reading is not 
tied only to a piece of printed paper but has reached other media. 
Nowadays, publications can be read on smartphones, tablets, or 
computers, and they can be interactive, giving the editor an endless 
possibilities of interaction with the reader. 
3. Editorial Design
3.1 What is Editorial design? 
27
Despite this, no matter what the medium is, the basic principle on 
editorial design, both in printed and digital, its to communicate 
information or tell a story.
Besides understanding its meaning, it is also essential to understand 
the function of Editorial Design. Paul Rand said in 1996 that1:
“Editorial design focuses on the function of communicating 
a journalistic idea or story through targeted, combined use of 
images and words that organize and present the information, 
transforming it into comprehension.”
Furthermore, Rivers state that editorial design has become central 
to many peoples’ lives, is where we look for inspiration, ideas, 
information, and entertainment, but most important, editorial 
pieces document and record cultural trends from style, design, and 
fashion. To illustrate this point, it can be mentioned two magazines 
that were published in the ‘60s, Nova and Oz (Fig. 1), these editorial 
pieces not only evoked the visual vibrancy of the decade but also 
captured the spirit of an age that celebrates experimentation, 
innovation, and new directions. (Rivers, 2006)
Figure 1. Covers 
of Nova and Oz 
Magazines
1 Rand, Paul. Lecture at the MIT Media Laboratory, November 14, 1996
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3.2 The Reading experience
Once the meaning was explained and the functions of the editorial 
design were established, it is also essential to understand how a person 
interacts with Editorial Design, in other words, ‘the reading experience.’ 
The authors, Sue Apfelbaum and Juliette Cezzar, pointed two 
contradictory thoughts about the readers. The first one states that the 
user reads the material the same as it was a hundred years ago. This 
means that no matter how the content is presented, it does not change 
the way it is read; in other words, the readers interpret similarly a 
paragraph written in a novel, painted on a wall or in a 
chat bubble. 
Contrarily, the second thought expresses that due to 
the vast availability of meaningful content, the reading 
habits have changed during the last decades. With 
the introduction of new devices such as the iPad or 
smartphones, many people started to fear that the 
paper will be replaced by these technologies. However, 
it was more complicated than that; the readers not 
only switched from the paper to their iPads or smartphones, they 
changed everything, from how they save, discover, sort and consume 
the content to their expectations in the reader experience. Nowadays, 
people want to be able to jump between contents and cross from all 
the available platforms. (Apfelbaum & Cezzar, 2014)
As a consequence of the second thought, different platforms have been 
developed to satisfy the new readers’ needs. In general, these tools 
help readers to find, prioritize, and consume the content. Flipboard,  
Instapaper, and Longform are some examples. Additionally, articles, 
essays, and even books are being read in other primary sources of 
information: social media. Lately, Platforms as Facebook Twitter and 
Instagram are gaining new readers mostly because of their ease of 
use, convenience, and the fact that all their content is easily shared. 
(Franchi, 2013). 
David Sleight, Creative Director, UX and Product Designer for 
Businessweek.com who has been designing reading experiences for 
digital platforms since the early 2000s, and has been characterized 
as someone who cares about readers. He was asked in an interview2 
if these apps mentioned before, do all of the work of the editorial 
experience designer, to which he responded:  
Nowadays, people 
want to be able 
to jump between 
contents and 
cross from all the 
available platforms. 
2 Interview for the book Designing the Editorial Experience, p.102
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“Reformatting does not represent infidelity on the part of the 
user to your design— it only represents infidelity when they do 
it out of spite. We get many users who are like, ‘Thank God I ran 
Readability3, so I could read this page’ because a page has a 
hostile design or it has a nondesign. A big user community for 
Readability is people who need it as an assistive tool, and that 
has benefits for all of us. For the sites that are well designed, 
we see a little bit of competition there, upping the bar on the 
humaneness of the editorial design online as a result”. 
He also talks about the most significant changes that he noticed in how 
people read online:
“With the most-read articles on a service such as Readability, 
people spend more than four minutes on those pieces— that 
is the average. The high end of the scale is way more than 
that. That is about as much time as people spend on print 
articles for monthly or weekly periodicals. We need to do more 
experimenting to find out for sure, but one conclusion is that we 
are seeing design influencing the amount of time people spend 
with content and the way they interact with it. And that activity 
is in the apps, but it is also on the web. People are spending time 
reading stuff on desktop and laptop screens. What we are doing 
with the design is having an impact”. 
In the same interview, they ask Sleight How does he determine if 
something is more ‘readable,’ and if he tests that and he said: 
“Until this point, it has been quite intuitive. A lot of the rules 
are the ones that Robert Bringhurst, author of The Elements of 
Typographic Style, would teach us. We have a general notion 
of what a decent line length is and leading proportions. Those 
are still true online; they are just modified. How do we test 
new stuff to figure it out? We are still kind of grasping our way 
through that. And really that is straight-up user testing online. 
User experience testing is mainly about, ‘were you able to 
achieve a goal?’ We do not often define a goal as, ‘did you find it 
comfortable to read?’
It can be concluded that, when an editorial piece is designed, it is 
fundamental to always have in mind the final user: the reader. 
3 Readability was a native app that offered a beautifully formatted view of the articles 
that have been saved on the web to read later.
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3.3 Magazines
3.3.1 Definition of magazine
According to the Oxford English Dictionary, the word magazine refers 
to a periodical publication containing articles and illustrations, often 
on a particular subject or aimed at a particular readership. 
The word ‘magazine’ derives from the Arabic makzan, meaning 
storehouse. The French magasin that means shop shares the same 
source, as does the use of magazine in the context of guns and 
explosives. The author, Jeremy Leslie, relates this shared meaning 
to “the storage of disparate items or collections, and the sense that 
the magazine might explode at any moment appeals from the reader 
sometimes being surprised by what they find.” (Leslie, 2013 p.6)
On the other hand, Lewis Blackwell describes the magazines as 
“The dangerous friends of books, always twitching to subvert 
a rule or two. At the same time are the smart relations of 
newspapers, so much better dressed in paper, ink, and binding. 
[...] Magazines are even the vibrant precursors and inspiration 
for websites” (Leslie & Blackwell, 2000 p.6) 
Magazines have a special place in popular culture. Editors, writers, 
and magazine designers have been adapted during the last 150 years 
to maintain the uniqueness and value that makes each magazine so 
unique. In other words, this means that a popular magazine taken 
from any era will reflect the best possible record of contemporary 
aesthetics, concerns, and attitudes; this is what makes magazines so 
interesting. (Foges, 1999)
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3.3.2 History
Magazine, as it is known nowadays, was possible after the invention of 
printing in the West. According to Encyclopædia Britannica the earliest 
publication that resembles what we know today as a magazine appears 
to have been the German ‘Erbauliche Monaths-Unterredungen’ 
(Edifying Monthly Discussions), published in 1663 by Johann Rist, a 
theologian, and poet of Hamburg. Later, periodical issues started to 
appear in different parts of Europe, in France, Le Journal des Sçavans 
published by Denis de Sallo in 1665. Followed by the Philosophical 
Transactions of the Royal Society in England, and the Giornale de’ 
letterati in Italy. The first lighter type of magazine or “periodical 
of amusement” is published in 1672, Le Mercure Galant (renamed 
Mercure de France in 1714) founded by the writer Jean Donneau 
de Vizé. Unlike the magazines mentioned before, this publication 
contained court news, anecdotes and short pieces or verse, a type of 
content that became very popular among publications at that time. 
(Encyclopædia Britannica, inc. 2019).  
The first time that the word ‘magazine’ was used in this context was 
in 1731, with The Gentleman’s Magazine, (Fig.2) published by Edward 
Cave in Great Britain, the magazine consisted in a monthly collection 
of essays and articles selected from other sources. (Leslie,2013).
In Europe, some publications were interfered with by censorship. 
Magazines as Nouvelles de la République des Lettres by the philosopher 
Pierre Bayle’s that contained new ideas had to appear in exile up to 
the time of the French Revolution. Consequently, some 30 titles were 
published in Holland. (Encyclopædia Britannica, inc. 2019)
On the other hand, in America, the first magazine is published until 
the year 1741. First, the American Magazine founded by Andrew 
Bradford’s, and only three days later, appeared the General Magazine 
by Benjamin Franklin. Neither lasted very long. However, by the end 
of the 18th century, some 100 magazines had been published, offering 
the Americans, mixed entertainment, inspiration or information but 
on a volatile, local, and brief basis. (Luther, 1930)  (Fig. 3) 
Magazines that appeared before the 19th century were called ‘quality 
magazines,’ as a result of that, they were designed only for the few 
who could afford them. However, the industrial revolution in the 19th 
century started the mass information changing the whole panorama. 
Consequently, printing was cheaper, and less expensive magazines 
appeared intending to reach a wider public. In the beginning, they 
showed improvement, enlightenment, and family entertainment, 
but by the end of the century, they evolved into popular versions that 
provided only amusement. (Leslie, 2013)
Figure 2. The Gentleman’s 
Magazine, 1731
Figure 3. The American 
Magazine, 1741 and 
General Magazine, 1741 
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The last quarter of the century was distinguished by the increase of 
the potential of the magazine market. People were more educated and 
were eager for miscellaneous information and light entertainment. In 
the United States, magazine publishing boomed as part of the general 
expansion after the Civil War; the prices start to drop and appear the 
popular magazines. In 1893 Samuel Sidney McClure started to produce 
a popular monthly McClure’s Magazine, which was sold for 15 cents 
and issue instead of the usual 25 or 35 cents. Later the producer of 
Cosmopolitan John Brisben Walker cut his price to 12 ½ cents and in 
October The Munsey’s Magazine by Frank A. that only costs 10 cents. 
With the low prices and contents to the interests and problems of the 
average readers, the circulation began to increase. (Hutchinson, 2008)
Technical development was vital in this century; hence, mass-
production methods and the use of photoengraving processes for 
illustration enabled attractive magazines to be produced at even lower 
unit costs. With high advertising revenue, magazines were able to be 
sold like a newspaper, for less than its cost of production, a practice 
that was to become common in the next century. (Peterson, 1956)
In this context, illustrated magazines became popular, Herbert Ingram 
was the first man to notice the effect of illustrations on sales and 
published The Illustrated London News, a weekly consisting of 16 pages 
of letterpress and 32 woodcuts. However, the invention of photography 
in the 1890s provided new visual possibilities at a time that coincided 
with massive shifts in our political and cultural realms. (Leslie, 2013)
Furthermore, two of the most influential magazines that we know as an 
icon of fashion today appeared in this century. In 1867 arise Harper’s 
Bazar (Harper’s Bazaar after 1929), inspired by the German magazine 
Der Bazar, from which it obtained the fashion material. Vogue 
(founded 1892), a fashion weekly (later a monthly) dedicated to “the 
ceremonial side of life,” which was designed for the elite of New York 
City and had Cornelius Vanderbilt among its backers. (Fig. 4)
(Mooallem, 2016) (Borrelli-Persson, 2017)
According to Jeremy Leslie by the 20th century, “magazines have become 
a channel for the growing urban populations to learn about new concepts 
of modernism, democracy, and communism.” (Leslie, 2013 p.6)  
In the 20th century, advertising played an essential role in popular 
magazines. In the United States, many publications, such as Harper’s, 
took a similar approach with what would be advertisers in the 1880s. 
Magazines for women were more likely to include advertising since 
they were the most significant buyers of consumer goods. In Britain, 
the advertising revolution happened at the same time as in the United 
States, however in a course less explosive. Later, some of the American 
Figure 4. Harper’s 
Bazaar first issue, 1867 
and Vogue, 1892
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magazines, especially women’s, began to appear in British editions. 
In 1916 the famous magazine Vogue, followed by Good Housekeeping 
in 1922 and Harper’s Bazaar in 1929. Nevertheless, after World War 
I society periodicals destabilized and during World War II some of 
the magazines gave valuable practical advice on how to cope with 
shortages. (Peterson, 1956)
The accelerated tempo of life in the 20th century, along with the 
significant amount of information appearing in printed editions, 
suggested the need for more concise ways of presenting it. The first 
to show how it could be done and gave rise to a whole new class of 
periodical was the U.S. newsmagazine Time, founded in 1923 by 
Briton Hadden and Henry Luce. Time was the first to aim at a brief 
and systematic presentation of the whole of the world’s news. It was 
based on the proposition that “people are uninformed because no 
publication has adapted itself to the time which busy men are able to 
spend simply keeping informed.” (Encyclopædia Britannica, inc. 2019)
“The post-World War II consumer boom saw the magazine start to 
become similar to what we would recognize today as a magazine.” 
(Leslie, 2013 p.7) Magazines’ editions of the 1950s reflected the story of 
that era. 
The 1960s are considered as the golden age of magazine design, the 
growth in advertising revenue and the access to color presses took the 
art directors to push their designs further. (Fig.5) 
Figure 5. Magazine covers of the 1960s 
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In the 1980s magazines took advantage of the new phototypesetting 
technology. Young designers used these systems to challenge design 
conventions instead of imitating old styles of production. 
Some magazines such as The Face or i-D from the UK, headed in a 
different direction, with a unique style of representative typography 
and image management. (Fig. 6)  
Figure 6. The Face and 
i-D magazine covers. 
Another important event that changed the magazine industry was 
the arrival of the Apple Macintosh in 1984. While some magazines 
used this new technology to follow a conservative approach, there 
were others such as RayGun (USA) designed by David Carson that 
used technology to push the boundaries of what was legible. (Leslie 
& Blackwell, 2000) According to Leslie, “During the nineties and early 
noughties, there were more magazines being published than ever 
before, more individual titles and longer print runs of those titles. 
Every niche was filled and every successful launch copied.” (Leslie, 
2013, p.52). At the same time, the technological changes made it 
simpler and cheaper to produce good quality independent magazines. 
In this context, it is also necessary to mention how the magazine market 
in Mexico has been developed. To summarize, Mexico’s leading magazine 
in the early 1980s was the weekly Selecciones of the Reader’s Digest. Other 
relevant magazines in Mexico were the weeklies El Libro Semanal (1954) 
and Alarma (1963). (Encyclopædia Britannica, inc. 2019)
Figure 7. 
RayGun covers
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3.3.3 Magazine covers
Magazine covers are probably the most important part of the 
publication; it is not only the first page but their whole image. They are 
all designed with the same purpose, to sell magazines to the reader. 
The cover has to reflect the idea of the magazine as a whole, if it is a 
fashion magazine or a film magazine, for example. At the same time, 
this element has to convince the reader that they are going to pay for a 
new issue, for substantially different content to what they paid in the 
month before. (Leslie & Losowsky, 2000)
For the author Chris Foges, magazines’ cover is “the difference 
between being 15 percent up on average sales in any given month, and 
15 percent down”. (Foges, 1999 p.18) Of course, it is not only the cover 
he recalls but without a good one, that serves to attract the readers’ 
attention in the first place, they will never know what they could find 
inside the magazine. 
Additionally, Andrew Losowsky and Jeremy Leslie explain that 
magazine covers also play a significant role in our society. 
“Several books have been written about magazine covers. 
Exhibitions have been held of them. And when in a country 
where you do not speak the language, magazine covers provide 
an instant window into another culture and its preoccupations”. 
(Losowsky and Leslie, 2007, p.34)
In printed versions, the cover function is to stand out from other 
publications on the newsstand; publishers might use other means, 
as the type of paper or special inks to emerge from the rest of the 
competitors. For digital versions, the purpose is the same. Although 
covers in this medium can go further, publishers can make the readers’ 
interaction more interesting since the cover functions as an entrance to 
the content; the reader can engage in the articles with just one touch, 
playing an essential role in the user’s navigation as well. 
Figure 8. Print 
magazines on the 
newsstand
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Digital Covers
As it was mentioned before, the cover in the digital platforms plays an 
important role. With the cover being interactive publishers have been 
able to see its potential as an entry point to a landscape where not only 
the editor can interact with the reader, but also advertisers have found 
creative solutions. However, digital covers should be handled with 
special care since the format of each screen might affect the nature of 
the cover image, which could be differently appreciated on a tablet, 
or in a smaller screen format such as a smartphone. In general, when 
designing a cover page for digital media, the same visual principles 
should be taken into account than in the printed version: it should be 
a strong and iconic image, and it should attract the attention of the 
reader. (Caldwell & Zappaterra, 2014)
On the other hand, the experience of choosing a magazine to read on 
a screen naturally will be different from choosing and read a physical 
publication. Digital editions have many entry points that could lead to 
a cover; the reader might find it on a website, in the app, social media, 
or through a link.
The components of a Cover 
The term cover includes four spaces or pages within a magazine: 
the outside front cover, the outside back cover, the inside front cover 
and the inside back cover. Most of them are usually reserved for 
advertisements except for the main cover. Nevertheless, for the digital 
versions, this can be a little different. In magazines that present their 
editions in apps for tablets or smartphones, the cover remains as the 
most important page since it is the image of the whole publication. 
However, the other spaces are usually considered only as part of the 
inside content. 
For the research, it was considered to understand the main 
components of the cover:
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Figure 9. Wallpaper Cover, January 2013
The logo: The graphical representation of 
its title and the most important element in 
a cover. It seeks to capture and impart the 
publication’s character, subject, stance and 
attitude to its intended readership.
Tag line: 
also called 
slogan, it 
serves to tell 
the reader 
what a title is 
and indicate 
the tone 
and target 
audience.
Bar code: This 
additional 
information 
will assist the 
reader with its 
purchase: the 
issue date, price 
and the bar-code.
Date: 
This 
information 
should be 
incorporated 
in the cover 
design in 
such a way 
that they do 
not detract 
from the 
work done 
by the other 
elements.
Cover lines: In digital editions they could 
create an extraordinary experience with the 
reader, if are applied correctly. 
Main Cover 
line: Use size  
and color  to 
distinguish 
the order of 
importance.
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3.3.4 Types of magazines
Consumer magazines
These are the magazines that are created for popular consumption; 
we will commonly find them in bookshops, supermarkets, news-
stands, or by subscription. Usually, they follow the same format, 
where the cover is the main element to attract readers; cover lines 
serve to describe the content and tone of the publication and ads, 
to make them profitable. Most of the largest circulation magazines 
are from this type. Nowadays, they have been regenerated due to the 
exponential growth of the internet and social networks. The printed 
editions form only one part of the family. If we refer to a fashion or 
lifestyle magazine, printed editions remain as the primary product, 
since the tactile sense of the glossy pages is very important for this 
kind of readers.  (Johnson & Prijatel, 2007). 
Independent publications and zines
According to Rivers, zines are a small circulation ‘fanzine’ with a 
minority interest. Some of these publications carry the do-it-yourself 
design and might feature advertising or have some sort of low-key 
brand sponsorship to fund production, but many are still nonprofit 
and distributed free in bars, record stores, and selected fashion outlets. 
This type of publication does not limit its visual content, and usually, 
they are not afraid of presenting daring graphic proposals. 
Then there are the ‘micro zines’ that are the independently published 
magazines that survive on advertising and a higher-than-average cover 
price. Often with high-spec production, these are rivaling the fashion 
glossies. (Rivers, 2006) 
Figure 10. 
Independent 
publications 
or zines
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Supplements
In the US, supplements have been present since the end of the 
nineteenth century, in 1962 when the Sunday Times launched its first 
full-color glossy magazine in the newspaper, a new form of publishing 
was born. Characterized for the gloss, the dynamism, and quality, they 
became an instant success. The world’s best designers were attracted 
to designing supplements since it represented a significant challenge: 
confer a different identity for the editorial piece but following the same 
corporate identity and respecting the tone, ideological and public 
positioning of the leading newspaper. Consequently, supplements 
have created exceptional pieces fulfilled with an extraordinary editorial 
design. (Caldwell & Zappaterra, 2014).
Customer magazines and business-to-business
Also called sponsored publications, these are magazines that serve 
as a way of promoting news about a single brand; they are financed 
by the same business, using them as a form of marketing, where the 
primary purpose is to inform and entertain, adding the promotion of 
their products subtly. Jeremy Leslie states that customers magazines:  
“need to stand out on the shelf, but cannot risk alienating their existing 
audience as they seek to attract new readers. Customer magazines are 
interested in standing out in every and any way they can. They have to 
demand the attention of the reader in an appropriate way for the brand 
or service they are promoting”.  Good examples for these magazines are 
The Lawyer, and Delta Sky Magazine (Fig. 12) (2014, p.35)
Figure 11. The New York Times Magazine design
Figure 12. The Lawyer and 
Delta Sky magazine covers
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3.4 Structure
3.4.1 Layout
Erlhoff and Marshall define the layout as “a graphic design tool in 
which a designer establishes the arrangement, proportions, and 
relationship between the individual elements on the page.” (2008, 
p.243). Although, according to experts, there is no magic formula for 
designing the perfect layout, there are certain principles to follow as 
hierarchy, rhythm, flow, scannability, and affiliation. 
Visual elements within the editorial piece have to be constant but also 
have to work in the background. The most important element should 
always be the content; if the reader finds it hard to read, cluttered, or 
less pleasurable, it will drive its attention to something else. 
When the layout is applied to digital sources, the principles remain the 
same as in the print editions, however with less control, since the layout 
may behave differently according to every device. In a digital layout, the 
goal is to suggest multiple content experiences for the reader. 
Figure 13. 
Final layout 
and grid
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3.4.2 The Grid
A grid can be defined as a tool that is used to organize space and 
information for the reader, a way to ordain and maintain order. The use 
of grids is associated with the Swiss Style, that took place in the 1940s 
where the order was the most important principle, and information 
was displayed in a very systematic way. However, according to 
Tondreau, it was not the first time that the grids were used; they have 
been used for centuries.  (Tondreau, 2009).
Additionally, the author Timothy Samara lists the multiple benefits of 
working with a grid: clarity, efficiency, economy, and continuity.  
“A grid introduces systematic order to a layout, distinguishing 
types of information, and easing a user’s navigation through 
them. Using a grid permits the designer to layout enormous 
amounts of information, such as in a book or a series of 
catalogs, in substantially less time because many designers’ 
considerations have been addressed in building the grid’s 
structure. The grid also allows many individuals to collaborate 
on the same project, or on a series of related projects over time, 
without compromising established visual qualities form one 
project to the next”.  (2002, p.22)
The grid should act as a good point of reference; it should not constrain 
the items on a page but act as a base point for the whole structure. 
They can vary from rigid three-column grids to more complex ones of 
nine to 12 units, which enables more flexibility and dynamism. 
Furthermore, there is one 
crucial thing to consider 
when constructing the grid: 
Legibility. Fassett’s theorem 
of legible line length states 
that “line lengths containing 
45 to 65 characters are legible 
(characters include letters, 
numerals, punctuation, 
and spaces). Line lengths 
exceeding these limits 
challenge legibility.” This 
does not mean that 40 
characters or 75 characters 
should never be used, but 
anything that challenges 
established legibility theory 
should be examined carefully. 
(Fassett, 2006)
Figure 14. Grid examples
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161 Competencias del diseñador editorial
The Times decidió conservar la 
retícula en su versión para iPad 
para ofrecer al lector tradicional de 
periódicos una experiencia de lectura 
que le resultara familiar. La versión 
para móvil mantiene la misma actitud 
con respecto a la claridad y el orden 
que ha caracterizado a la marca 
desde hace muchos años. “Todo es 
cuestión de estructura tipográfica. 
Una vez que hemos establecido  
las tipografías, la estructura de las 
columnas y el diseño de página son 
tan importantes en las versiones para 
tablet como lo son en la versión en 
papel. Buscamos un producto pulcro 
desde el punto de vista tipográfico.” 
—Jon Hill, director de diseño 
de The Times.
Caldwell, C, & Zappaterra, Y 2014, Diseño editorial: periódicos y revistas / medios impresos y digitales, Editorial Gustavo Gili, Barcelona. Available from:
         ProQuest Ebook Central. [16 April 2019].
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3.4.3 Digital Grids  
On digital, the grid follows the same principles as in print; however, 
it is essential to consider variants of them. For example, the fact that 
the grid has to adapt to different screen sizes or how users navigate in 
mobile devices. 
Designers have two contradictory opinions about how a grid should be 
when designing for digital mobile devices. On one side, Jon Hill, design 
director at The Times in London, explains how he, along with his team, 
worked the grid structure for their iPad app: 
“Navigation is linear, meaning it has a front cover so that you 
can swipe through a bunch of pages from page one onwards. We 
found we were quite gentle about how we introduced the tablet 
to the reader, and we kept the familiar column-based style of 
the newspaper. We did get lots of stick for that. Ultimately, it 
felt like the columns were a visual aid for readers of the website, 
and they were comfortable with it. The columns made it easier 
to program and easier to design too. Going from print to digital 
format was a big leap for our readers, but they are iPad literate, 
and the columns of text were a reassuring feature for them”. 
(Caldwell & Zappaterra, 2014, p.160)
When The times designed the app for the tablet edition, (Fig. 15) they 
decided to take the grid from the printed version to maintain the 
same attitude regarding the order and clarity that the newspaper has 
offered for decades, in a certain way, they wanted something that 
recreated the newspaper in digital form, rather than just a product 
similar to their website. 
Figure 15. The times, iPad app, 2014
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On the other hand, Mark Porter who worked for The Guardian has a 
different opinion, he explains that it is about adapting what you do 
to the medium, hence, the kind of grid for the printed edition is not 
the kind of grid that fits on the web or an app, it is not possible to just 
take the grids over. He suggests that an approach and philosophy 
about how to use them has to be applied to the different mediums. His 
philosophy is reflected in his work for the newspaper where he has 
extended their visual identity, adapting the design to fit The Guardian 
online and The Guardian app4. 
The guardian did great work when moved to digital. They managed 
to adapt what they had on the paper version for the web and app. The 
printed edition worked with a 20-column grid that divides into 5, the 
website, on the other hand, had 12 column grid that breaks into 3 or 4 
and for the iPad they began to work with a modular grid of 6 squares by 
8 squares, which were filled with images, or text, where the hierarchy 
of typography signals the importance of the story (Fig. 16). The final 
version was developed as an intelligent grid with roll-over features. 
(Fig. 17). Both, in the web version and the app The Guardian use simple 
navigational tools that help the reader to get the content quickly. 
Mark Porter also said that when they started to develop the website 
and apps, the concept of ‘design’ became much more extensive, 
embracing information architecture, user experience, and interface 
design. Wether, in print or on screen, the essence of editorial design is 
to ensure that engaging with the content is effortless and enjoyable. 
164 Capítulo 6
El diseño de páginas digitales
A la hora de diseñar publicaciones digitales se em-
plean principios tipográficos y estructurales similares 
a los que operan cuando se diseña para papel. No obs-
tante, los diseñadores deben entender que no solo 
cambia el resultado, sino lo que el lector espera de 
cada una de las publicaciones digitales. Leer el conte-
nido de una aplicación en una pantalla táctil es distinto 
de leer en una página web. El equipo editorial debe en-
tender quién es el lector, cuáles son sus intereses, por 
qué, cómo y cuándo va a consultar el medio. Es ahí 
donde interviene la habilidad del director de arte y el 
equipo editorial: deben ser capaces de responder a esa 
expectativa con el contenido y el diseño adecuados 
para sus lectores.
La navegación 
En la planificación de las publicaciones digitales se 
aplican los mismos principios de claridad que rigen 
en los medios impresos, pero además el diseño debe 
garantizar la “navegabilidad” de la publicación. Las re-
vistas digitales diseñadas para leer en iPad u otros dis-
positivos móviles se han vuelto marcadamente inte-
ractivas, y el modo en que el usuario se mueve por la 
pantalla debe planificarse cuidadosamente para que el 
lector desee interactuar y adentrarse en la publicación. 
Los titulares de navegación están diseñados para per-
mitir que el usuario llegue rápidamente a aquello que le 
interesa leer, y las etiquetas y las pestañas que apare-
En este fotograma de un vídeo (centro), 
Jack Schulze explica las coordenadas de la 
nueva geografía de publicaciones digitales. 
Los artículos están diseñados en forma de 
columnas verticales que acogen el texto, 
las imágenes y el resto de los componentes 
habituales de la página. Están pensados 
para que uno se desplace por ellos haciendo 
scroll vertical, pero a su vez están dispuestos 
sobre una línea a través de la que se puede 
avanzar de manera horizontal, como en una 
cuerda de tender la ropa.
En este fotograma se ve cómo van pasando 
las páginas a medida que se mueven las 
maquetas de izquierda a derecha. El lector 
puede moverse hacia arriba o hacia abajo 
si lo que quiere es leer, y a la izquierda o 
a la derecha si solo va a ojear los distintos 
artículos. Sigue habiendo una retícula y  
hojas de estilo tipográfico, pero este tipo  
de navegación cede al espectador el control 
sobre el modo en que accede a los artículos.
Un boceto del proceso de desarrollo de  
la versión para iPad de The Guardian. Los 
bloques corresponden a una retícula modular  
e incluyen imágenes y texto. En el diseño final 
se empleó una retícula inteligente en la que 
cada recuadro es un artículo al que se puede 
acceder directamente. Los diseñadores aún 
usan rotuladores en todas las fases del diseño.
Caldwell, C, & Zappaterra, Y 2014, Diseño editorial: periódicos y revistas / medios impresos y digitales, Editorial Gustavo Gili, Barcelona. Available from:
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162 Capítulo 6
Las plantillas
Una vez se elige la retícula, es recomendable elaborar 
plantillas para las distintas secciones de la revista 
(páginas de noticias, reportajes, páginas finales). Estas 
plantillas se basarán en una versión simplificada de la 
retícula maestra que se adecue mejor a las particulari-
dades de cada sección y que permita usar todos los ele-
mentos principales del diseño: cajas para caracteres 
destacados en tamaños alternativos, columnas, cajas 
para las imágenes, para los pies, etc. (para más infor-
mación sobre plantillas, véase pág. 110).
En The Guardian, la retícula del periódico es 
de 20 columnas y se divide en cinco partes. 
La retícula de la página web tiene 12 columnas 
que se dividen en tres o cuatro. En el iPad 
la retícula está compuesta de seis por ocho 
recuadros. La jerarquía tipográfica avisa 
de la importancia de cada uno de los  
artículos. El diseño se apoya en titulares bien 
definidos que resultan llamativos gracias  
a la yuxtaposición de palabras e imágenes. 
Se aprovecha cualquier oportunidad de 
generar impacto gráfico para que la página 
web sea una experiencia intensa en la que 
herramientas de navegación sencillas hacen 
que el lector llegue con facilidad exactamente 
al contenido que le interesa.
Al igual que muchas páginas web de noticias, 
la edición de The Guardian para iPad usa 
cabeceras de sección horizontales y listas 
verticales de temas para que el lector llegue 
rápidamente al contenido, tal y como haría 
si estuviera usando un índice de referencia.
La paginación
El orden de las páginas debe planificarse para garanti-
zar que todo el contenido cabe en el número. Se trata de 
una planificación importante en lo que respecta al dise-
ño, porque el ritmo que marque la paginación de una 
publicación determinará la impronta y el equilibrio de 
la misma y evitará que dobles páginas con contenidos 
similares aparezcan de manera consecutiva. Fijar la 
paginación es un trabajo que por lo general llevan a 
cabo conjuntamente el director, el director o editor de 
arte, el jefe de producción y el responsable de publici-
dad. Las únicas restricciones reales son las que impone 
el proceso de impresión —el modo en que hay que dis-
poner las secciones para que no haya problemas en la 
Caldwell, C, & Zappaterra, Y 2014, Diseño editorial: periódicos y revistas / medios impresos y digitales, Editorial Gustavo Gili, Barcelona. Available from:
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Figure 17. The guardian’s, iPad app, 2014
Figure 16. Sketch from 
The Guardian’s iPad 
development
4 Mark Porter for a Case Study “Journalism, design and user experience” in the Book 
Desi ning News p. 156 - 163
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3.4.4 Navigation
Although the word navigation is commonly related to digital media, 
printed editions can also be navigated. Readers navigate books, 
magazines, or newspapers in a great variety of ways. They might 
start at the front cover or the back cover. Alternatively, they may be 
intrigued by a cover line and go directly to the page; they might open 
a random page or read the contents page to know what to read first. 
However, the reader chooses to explore the issue, and it is essential 
that they never feel lost, which is where clear and 
consistent signage comes in. The most obvious tool of 
navigation is the index page. Nevertheless, navigation is 
about more than just a clear index. Every page should 
include a subtle navigational element that could be a 
page number, a section heading or sometimes an arrow 
or another symbol to indicate if an article continues on 
another page or if it ends there. 
In digital publications, these and other elements will be 
making a double function on navigation, which in this 
case will be how the reader moves on the screen. This principle must 
be carefully planned to make users interact and delve deeper into the 
publication. For example, cover lines might be designed to take the 
reader quickly to the article.
Focusing on digital publications, Mark Porter, in the app for The 
Guardian proposed a cell system for double navigational purpose, 
from this approach is easy to distinguish the importance of the stories, 
a major story will get more cells than a minor story and it will act as a 
touch entry point so that the reader can dive into the content. Porter 
explains this principle as the following: “With the lead picture (on a 
page), we see that cell navigation allows the user to plunge right in and 
open up any story they want. Whereas in print, a major story would 
have a large headline, the major story occupied two or three cells. The 
user slides down or right to left”. (Caldwell & Zapaterra, 2014, p.166).
Also, in September of 2009, Bonnier, the oldest publishing house in 
Scandinavia, understood that their digital business was not working. 
Bonnier’s CEO handed the Research and Development department 
the task of designing a digital magazine. By 2010, just after the iPad’s 
launch, they have developed the software Mag+. They addressed the 
challenges of size, orientation, device unknown, among others. To 
address the reduction of size from the printed edition to the tablet, 
they decided to present the content in dual layers, where the text is 
in the top layer, and the photos are in the bottom layer, if the reader 
wants to explore the images presented in the page they will only 
The most obvious 
tool of navigation 
is the index page. 
Nevertheless, 
navigation is about 
more than just a 
clear index. 
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need to touch the bottom layer, and the image will appear in full 
screen. (Fig. 18). They also settled on a T-structure where articles are 
organized horizontally, and the content of each article is laid out in 
vertical columns comprising text, image, and usual page furniture. 
(Fig. 19). There were a grid and typographic style sheets, but this style 
of navigation puts the viewer in control of how they access the articles. 
(Nylen, Holmström, & Lyytinen, 2014)
Figure 18. Mag+Berg Bonnier and the dual layering
Figure 19. New geography 
of digital editorial. 
Mag+Berg Bonnier
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Navigation for 
Websites
When designing a magazine website, it is suggested to follow the same 
approach of navigation that in a popular site, elements as the menu 
bars and drop-down tab menus will help the user to feel familiar in 
terms of navigation. As was mentioned before, in digital sources, most 
of the visual principles remain the same as in paper editions, the 
hierarchy of text will lead the reader to sections and pages. Designing 
a magazine website will increase the opportunities of interaction 
between the reader and the publisher, for instance, some features as 
the possibility of the user to make a purchase can be added. However, 
publishers and designers must notice that the users on a website are 
looking for another type of content and that sometimes, the form 
of presentation on a website does not encourage the longer reads 
expected on a printed magazine. (Caldwell & Zappaterra, 2014) 
Apps for mobile devices
For Apps, navigation becomes more interesting since they are 
developed to run on mobile devices; consequently, the touch screen 
plays an essential role. Apps were a response to the launching of 
the iPad in 2010. Publishers wanted to make app versions of printed 
magazines looking for the answer to monetizing their digital content. 
Later, Adobe, Woodwing, Mag+ among others developed plug-ins for 
InDesign that allowed them to adapt their printed versions for the 
tablet or iPad. However, it was not that simple; the transition brought 
many complications. The different sizes of the tablets made it difficult 
that one app fits all the different screens, also the fact that generally, 
the screen of a tablet is smaller than the printed magazine pages, 
consequently the entire magazine has to be repurposed page by page. 
The text was another challenge because even with the high-resolution 
screens, text generally needs to be larger than in print to maintain 
legibility. (Caldwell & Zappaterra, 2014)
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3.4.5 Typography
As well as the other elements, typography plays a significant role for 
the reader’s experience in a publication; a very small, very dense or 
very uniform typography, as well as long columns of gray text, will 
discourage magazine readers, since they are looking for the variation, 
space, and decoration that this type of publications are supposed 
to offer. Moreover, typography also establishes identity: in large 
publications such as magazines the way the designer plays with type 
for titles, headers and pull quotes will establish a unique identity, 
typography well-executed inside a piece of editorial design also can 
communicate hierarchy and structure. 
Rivers points out that “The key to good typography is successful 
communication: it should be clear, but at the same time needs to 
be interesting, engaging, and suited to the subject or theme.” (2006, 
p. 47). This statement means that when typography is chosen and 
used correctly, it will act as a guide for the reader along with the 
content, using the space to determine how the information is read. 
The designer must be capable of adjusting this space between letters, 
words, lines, and paragraphs. Another principle to emphasize is 
that in the block of type nothing should stand out; for instance, 
it is essential to take care of words standing alone at the end of a 
paragraph or column, which are generally known as widows. Having 
widows on a text is considered as poor typography because it leaves 
too much white space between paragraphs or at the bottom of the 
page. In consequence, Words may be kerned, or lines tracked back 
to remove this single word, also soft return added to create a better 
shape in the ragging of the column, work along with the editor on the 
number of words to improve line lengths or insert hyphenation in 
case of an awkward word or line breaks. By looking at the blocks as 
shapes, designers should be able to use such tweaks to make blocks 
accessible and appealing. 
The correct use of typography will not distract the reader, and 
consequently, the things that are the same should look like they are the 
same, a line floating by itself will attract readers attention, an acronym 
in all caps or a date written with aligning (uppercase) numbers will 
also cause a distraction. 
“The key to good typography is successful 
communication: it should be clear, but at the 
same time needs to be interesting, engaging, 
and suited to the subject or theme.”
-Charlotte  Rivers
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According to Caldwell and  Zappaterra, typography follows the 
same principles in print and digital formats but in digital with a few 
additional adjustments. 
“There is one big difference between the way the human eye 
reads text printed on paper and text on a screen; the human eye 
is actually reading backlit letterforms on a screen. Depending 
on the brightness and calibration of the screen, letterforms can 
appear slightly bleached out if the contrast is too high. Compare 
this to paper where the eye is seeing black letters printed on a 
natural white background. The quality of the reading experience 
depends on the light reflecting off the paper stock”. (2014, p. 91)  
To complement this, Ellen Lupton shows different criteria to have in 
mind when choosing a type for digital platforms (2014, p.20):
Legibility: it is an informal measure of how easy it is to 
distinguish one letter from another in a particular typeface. 
Typefaces that are highly modular or geometric may be less 
legible than those with more organic and individualized forms. 
Flexibility: indicates how well does the typeface work in 
different sizes and weights. A flexible typeface can solve many 
kinds of problems.
Classiness: a principle that is used to indicate the style of the type. 
Readability: it is an aspect that points out how easily words, 
phrases, and blocks of copy can be read.
Showmanship: it refers to how memorable is the font or how 
unique are its details. 
Amphibiousness: this feature indicates if the font has been 
optimized for screen and if it looks good on every operating system. 
However, she also mentions that rating a type based on these 
judgments it is only subjective; in the end, the designer must test it 
against the content, identity, and purpose of the publication. 
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Additionally, the size of a type is also a significant decision. According 
to Ellen Lupton, the comfortable reading on a desktop or laptop 
screens always demands larger sizes than print. She mentions four 
units for measuring type on the screen (2014, p.58): 
EMS: is a scalable unit that is equal to the browser’s font size. If 
the font size is 14px 1 em is 14px.
PIXELS: fixed units used in screen media. One pixel is equal to 
one pixel unit on the screen
POINTS: are traditionally used in print media. One point is 
equal to 1/72 of an inch
PERCENT: Functions similar to the em unit. If the current font 
size is 14px, then 100 percent is 14px (and 120 percent is 16.8 px) 
Although there are some rules about typography that designers 
should consider when working in an editorial piece, sometimes it is 
necessary to follow them or to break them, designers should be able 
to follow their instincts and know how to work with type. The authors 
Sue Apfelbaum and Juliette Cezzar consider the following rules 
(Apfelbaum & Cezzar, 2014):  
Do not make the smallest text too small to read
This rule may seem subjective since not all people have the same 
vision, however, the authors recommend to do a simple test to define 
if it is small typography to read: hold the piece with the arm fully 
extended if you squint or strain that means that the type is too small. 
For screen versions, type size will depend on the screen where it is read 
since the distance of reading varies from one device to another. To read 
in a desktop or laptop will almost always at arm’s length, so the size for 
text on paper will not be comfortable to read on this screen. However, 
if you switch to a smartphone where it is likely to hold closer, the type 
could be smaller than printed editions. 
More important things should be bigger than less important things
 
“A headline or paragraph heading should be bigger than text in a 
paragraph, and text in a paragraph should be bigger than specified 
for a page number” (2014, p.47). This means that maintaining the 
hierarchy in an editorial piece will make the reader correctly digest 
the content. Working in the hierarchy for screen versions might be 
quite challenging since spaces are mostly smaller than paper versions; 
therefore, a size difference between a headline and the text should be 
marked without sacrificing the readability of either. 
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“Bigness” is not always negotiated with size
“An element can also be made bigger through changing value or 
contrast, color, position, or shape, or by placing more space around 
an element. Using more than size and space to indicate hierarchy is 
a good way to establish and reinforce the identity of the publication”. 
(2014, p.48). Another way of working with hierarchy and a possible 
solution for the size on the small screens. Moreover, the authors do 
not recommend to use various means to highlight one element from 
another, but maintaining these elements consistent along with the 
publication, will guide the reader to know how the content behaves.  
Respect the reader’s rhythm and pace. 
Providing a comfortable line length and adequate pauses allows 
the reader to assimilate the content at a natural pace. The authors 
recommend eight to twelve words in a line to read a body of text if it is 
justified, sometimes is more readable with twelve or fifteen words; for 
smaller elements, such as legends or quotes, this rule might not apply. 
Ensuring a comfortable line length often requires dividing the text into 
columns; however, in screens, this could result in a bad experience 
for the reader since on the screen the primary behavior of the reader 
will be to scroll instead of scanning a different part of the screen. 
The designer must consider the device and try always to respect the 
expectations and habits of the reader. 
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3.5 Anatomy of a magazine
Pagination or page planning gives the magazine pace and flow and 
is key to making sure that each issue feels like a complete whole. The 
most common overall structure is divided into three main sections. 
The front section, where design plays an important role, it has a well-
defined grid that structures a mix of different contents of the magazine. 
The second section is the feature well, where the longer features are 
placed, in this section, the style, content, and tone determine the 
identity of the magazine. The last section called back section may 
include elements as reviews, listings, letters, and horoscopes, to 
mention some. 
Generally, the shorter articles from the front and back sections soak up 
all the ads, leaving the feature well clear of advertising. These sections 
may have their dedicated design rules variations in column width 
and typeface to help readers to identify their differences. (Leslie & 
Losowsky, 2000).
Besides, within the magazine we can find different types of pages, the 
most common are: (Moser, 2011)  
Contents page
The contents page is used in several ways; readers can find the cover 
story, browse the entire content, find favorite sections, or find a 
story that read years earlier. Both in printed and digital publications, 
it remains vital because it serves as a guide for the user into the 
publication and its content.  The arrangement and presentation of 
information in the contents page should be precise, simple to follow, 
and easy to find. 
Editorial
It is the editors’ means of greeting the reader. It is usually situated on 
page three, on the first page of text (for magazines that start with a 
collection of ads) or on the same page of the list of contents. Generally, 
editorials are composed with a text that introduces the reader to the 
magazine contents, the editors’ picture plus his or her signature. 
Dividers
Pages that are used to make a clear distinction between different 
sections of the magazine. These pages are generally large - scale, with 
colored areas and prominent section titles.
Imprint
It is a page that is required by law. It shows the names of the people that 
were responsible for the content and ads; it also contain copyright details 
and all other information concerning the publishers and editorial staff. 
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3.5.1 Inside the page
The next three images show the elements that are commonly found 
inside a magazine page. 
Figure 20. Wired USA, September 2019
Body copy: The body should 
be comfortable to read, with 
stop and punctuations at 
appropriate points. Visual 
elements as typography and 
column width will determine 
how the publication will be 
distinct from others. 
Icons: Used to mark clear the 
end of a story. Besides, when 
a story covers more than one 
page readers must know that 
the story continues overleaf 
or in another part of the issue.
Pull quotes: offer visual 
hierarchy, make readability 
easier and the pages more 
attractive. The content 
can be a part of the body, 
or a summarized excerpt. 
Visually, they can include 
quotation marks, showed in a 
floating text in a box, or might 
appear over pictures. 
Subheads: 
Mostly used in long articles 
it helps to break up dense 
columns. Besides, they 
could denote a new section, 
chapter, subdivision or a 
subject change. 
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Headline: Usually 
the largest element 
presented on an 
article page and it 
aims to make the 
reader feel curious 
about the feature. 
Stand-first: Its 
purpose is to 
inform the reader 
about the story 
contextualizing 
the headline; it 
usually act as 
a bridge, both 
textually and 
visually, between 
the headline and 
the body.
Bylines and 
credits: Is an 
element that is 
used to indicate 
the author of the 
story or article. 
Captions:
They are used 
to give extra 
information 
about an image or 
simply to justify 
why the image was 
included in the 
article. Visually, 
the captions 
need to be clearly 
connected with 
the images.
Drop caps and initial caps: Their 
main function is to indicate where 
a story begins, they could also be 
used to break up copy and avoid long 
columns of text. 
Picture credits: 
To indicate 
where the 
image came 
from. Visually, 
they are the 
smallest 
elements on a 
page, and are 
generally set in 
all caps to make 
a distinction 
from other texts.
Images:
Images are a key 
visual element on 
a page and their 
relationship to the 
story is crucial to 
the design. 
Lead in or Lede:
Is the introduction to the story, although it 
mostly depends on the writing style, visual 
elements could be helpful too. It should look 
as the body text since readers may confuse it 
with other elements.
Figure 21. Time Magazine, August 19th, 2019
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Folios: 
elements that 
are used to 
orientate the 
reader inside 
the publication. 
They are usually 
in the same 
place on each 
page. Visually 
they must be 
easy to read. 
Figure 22. The Economist, USA, August 2019
Kicker:
An element that indicates a subject 
category, it will help the reader to 
situate himself into a content and 
understand its context.
Panels, box copy, sidebars and 
infographics:
These elements are used as a visual help 
for long articles, they show data such as 
facts and statistics, case studies or other 
information relevant to the story. 
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3.5.2 Elements for Digital magazines
Elements within a digital publication may vary according to the style 
and tone of the magazine; the most common are described in Figure 
23. Additionally, other elements might appear in digital magazines. 
Comments, for example, they are usually only related to sites, when 
comments are well executed and moderated, the site could become 
the right place for debate and discussion among the community. 
However, comments have become less popular in magazine sites 
because most of these debates occur on social media platforms. 
Some magazine sites include navigation and taxonomy tools, which 
are very important for the user experience because they help the 
reader to discover more content in a natural way. In this context, 
there are also the links for previous and next articles, a tool that is 
considered an essential part for navigation, since it will avoid the user 
to return to an index page, users will be able to pass between content 
using these elements. Visually, they can be as minimal as arrows or as 
complicated as titles and subtitles. For apps or even sites that are read 
on mobile devices, it could be a simple right and left swipe, however, 
the button could still be present. 
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Figure 23. Teen Vogue, digital magazine
Publication time 
and date: For digital 
publications time and date 
are essential elements, 
mostly because in this 
medium, readers are 
always looking for the most 
recent content. Besides, 
it may serve as a way of 
sorting articles and also 
might help in navigation.
Share tools: 
Are critical to retaining 
and increasing 
readership. Besides, 
they are a useful 
measure of interest, 
too. The analytics 
provide the publisher 
with data about which 
articles are shared, 
along with how and 
when.
Subscription tools:
The main objectives is 
to attract more readers 
or subscribers; this tool 
will make that users 
that are interested 
in the content will 
continuously receive 
information from the 
publisher.
Tags:
When we talk about 
sites, tools as tags, 
metadata and 
keywords will help 
with search and 
accessibility of them.
Related links:
Considered as a very 
helpful tool in driving 
traffic, however it is 
essential to know the 
publication to know 
how to use them. 
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3.6 Digital publications
3.6.1 History
When we talk about the history of digital publications, we refer to a 
relatively short period. The internet opened new possibilities in the 
world of digital publications. However, according to author Sabadin, 
“the web was seen as something for kids, a new video game that would 
soon go out of fashion. At meetings, the words ‘I read it on the internet’ 
automatically implied poor information from unreliable sources, false 
news” (Sabadin, 2007, p.61). 
Consequently, newspapers and magazines reproduced their print 
editions online, where the user was able to interact only by turning 
the pages, their main goal was to simulate the same experience than a 
popular magazine or newspaper. One of the biggest problems relied on 
the size of the document, most of the time it was huge, and the internet 
was not as fast as we know it nowadays, so it took much time to charge 
a publication. 
Publishers started to question the reliability of a network that allowed 
anyone to be visible all over the world, but above all, they wanted to 
know how investing in this technology will make their publication 
profitable. The costs of producing a website, for example, were 
quantifiable and the benefits were hard to estimate. (Franchi, 2013) 
In the 1990s, HTML appeared in the online world, opening a world of 
possibilities for designers since they were able to move content into 
the web. Like a computer code language, it worked through the web 
browser, reading the tags and codes and interpreting as pictures and 
text. Big publisher groups as Condé Nast, spent the next few years 
researching and developing their custom software and produced 
Wired, GQ and Vanity Fair. (Caldwell & Zapaterra, 2014) 
With technological advances and the web moving forward, mainstream 
magazines managed to be in a strong position. They designed web 
and mobile versions of their printed titles and migrated the content; 
also, they managed on including advertisements on the sites, and the 
internet became the biggest threat to the advertising model. In 2009 
the first apps appeared: The New Yorker and Wired magazines. 
Nevertheless, communication companies had not solved the fact of 
generating revenue from online publications, but they continued 
experimenting. In 2010 Rupert Murdoch decided to implement the 
paywall with the London Times. The paywall strategy consists of a 
wall that prevents readers from seeing the content of a magazine or 
a newspaper, and that can be easily knocked down by paying the 
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required amount. The London Times introduced a fee for accessing 
the newspaper’s website and in three weeks lost 90% of its readers5. 
Later, the New York Times adopted a similar strategy that consisted 
of a wall that blocks access to the content after reading a certain 
number of articles. This method seemed to work better with users. 
(Franchi, 2013).
 
However, what changed history in digital publications was the 
launching of the iPad in April of 2010, converting it into a better 
portable experience, adding the possibility that designers could include 
interactivity in their box of design tools. Publishers took advantage of 
the touch-sensitive screen, developing a new visual navigational format. 
Caldwell and Zappaterra mention, “The iPad brought an element of play 
to the tools available. It also put editorial in the same portable device 
as all the other great things in life - email, photos, shopping, internet, 
and reading.” (2014, p. 24). Publishers and designers began to explore 
the possibility that the device offered them. The cover was one of the 
elements were they put much effort, making the titles interactive for 
the first time and converting the different elements of the cover in entry 
points to the publication, which allowed readers to move through the 
pages using a simple finger swipe. They also included moving images 
and all kinds of complex interactivity, which probably overwhelmed the 
users. By the end of 2011, digital publications returned to their original 
approach: maintain good graphic design and smart editing. 
Later on, users were able to have their versions of magazines flowing 
into a personal device; this was possible by apps like Flipboard, which 
can transform content from social feeds, websites, and blogs into 
beautiful digital magazines. 
Figure 24. Flipboard app, 2010
5 (Halliday, Josh. “Times loses almost 90% of online readership” Guardian, July 20, 
2010, www.guardian.co.uk
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3.6.2 Digital magazines
As we have mentioned before, digital magazines have existed since the 
internet was introduced. In different forms, publishers have managed 
to reach their readers, adapting their content to the technological 
possibilities and to what the reader is looking for. The fact that lots of 
people use a mobile device daily makes that most of the publications 
have a major presence online than in their printed editions. In this 
case, the type of market dictates the content and mode of delivery. In 
lifestyle publishing, such as Real Simple in the US where the magazine 
content feeds into the website, and in turn, the website introduces 
readers to the print versions and draws in subscribers. 
When the iPad came out, most publishers rushed to release their 
magazine app without even knowing how it worked, a lot of them 
just took pages they had done, made PDFs, and added interactive 
elements. It might be that publishers did that because they did not 
want to let go of what they had worked so hard to achieve in the print 
version. Andrea Fella who was the Creative Director of Paper Magazine 
talks about this transformation and mention that the magazine was 
working on that, to design and develop an app, what he says about the 
benefits of creating an app:
“An app could give us a regular venue for outtakes from shoots, 
which would be great because you end up having to edit out so 
much in print. Because a lot of these things can also exist on the 
website, though, it is difficult to figure out how all our content 
would divide up or overlap. Would things appear in one place 
first and then go to another? Do people care if they see something 
first? None of us quite know, so we are all trying to figure it out at 
the same time”. (Apfelbaum & Cezzar, 2014, p. 189)
On the other hand, the invention of the iPad led publishers to rethink 
the design of their publications for these devices, achieving better-
designed issues for users. In 2014, Josh Klenert, who held the position 
of VP Design & UX at Huffington Post, said in an interview6:
“We’re at year three for the iPad. I think we have a way to go. A 
lot of traditional print publications are still just replicating their 
print product and not designing for this new platform; they’re 
not rethinking it or reformatting it; they’re just replicating it 
and adding a layer of multimedia, which reminds me of 1994 
Blender. ‘Oh, we can add a video onto a CD-ROM. Great.’ 
However, in the end, people want to read this content”. 
6  Interview for the book Designing the Editorial Experience p.73.
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He, along with his team at the Huffington Post, made sure to design 
an app for the magazine that was fast and fluid, so they were cautious 
about considering what or not to add. The Huffington magazine took 
an easy-to-navigate and no-instructions-required approach; they 
wanted to be more fluid and more responsive, to work on anything 
from an iPhone to an iPad to an Android to Kindle.
Nowadays, digital magazines are situated in a scenario that includes 
a variety of models of distribution and access to content that can be 
read on a smartphone, tablet, or other devices. According to these 
channels of distribution, digital Magazines may be classified into four 
main categories:  digital newsstands, websites and native apps, social 
magazines, and reading tools. (Franchi, 2013)
Digital Newsstand
The first digital newsstand, which was around before the iPad and still 
contains more digital publications that other, was Zinio, it was initially 
available via browsers or any computer. After the iPad, Apple launched 
Newsstand in October 2011(Fig.25). Then, Amazon announced its 
store, which was specially reformatted for the Kindle Fire and shortly 
after Barnes & Noble launched its newsstand for its color e-reader, The 
Nook. (Franchi, 2013)
The digital newsstands were designed and developed to reflect the same 
logic and dynamic of the traditional newsstand. It consists of a digital 
store where the user pays a monthly subscription to access to thousands 
of digital magazines. Among the most popular newsstands that exist 
nowadays can be listed: Magzter, Zinio, Issuu, and Amazon Kindle 
Unlimited, which is considered the most important when it comes to 
digital reading. In this kind of service, magazines upload their print 
editions in PDF, without any change in typography, layout or images. 
Figure 25. Apple’s 
Newsstand 2011
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Web and native apps
With the growing popularity of smartphones and tablets, publishers 
started to develop apps to deliver their content; they quickly realized 
that apps could represent a way of supplying customizable, attractive, 
and functional methods. Mostly, magazine apps were developed to 
include interactive content, videos or links, but, above all, we find 
that they were designed especially for easy reading by their users, 
typographies used, are exclusive web fonts and the layout is structured 
to be readable in these mobile devices. Native apps are developed in 
machine language and must be written and compiled individually for 
each type of operating system supported by the device. (Caldwell & 
Zapaterra, 2014) 
On the other hand, according to Francesco Franchi, a web app is 
“an application that is accessible from any smartphone or tablet that 
supports a web browser and is connected to the internet.” (2013, p. 25). 
The advantage of these platforms is that they do not require passage 
through the stores. 
There are many versions in the market of magazine apps; from one 
side there are the ones that consist of a simple PDF page-turner 
extracted from the printed layouts, and sometimes they add links 
and social media icons as a form of interaction. On the other hand, 
some apps were designed and coded with full interactivity. Some 
of the publishers have relied on the PDF option for reasons of cost 
and resource, mostly the smaller publishers, but others have created 
fully interactive apps that are designed for the correct readership of 
the users. Sarah Douglas from Wallpaper* magazine comments on 
planning a design for the magazine app
“It is just about re-appropriating your thoughts. How things 
work differently how they are read differently. You have to think 
differently. You have to think through the reader’s eyes. Think 
about how people use it. You can do some crossover things on 
an iPad. With design for a tablet, you can get a sense of scale, 
while on a smartphone, you are much more limited by the 
screen width”. (2014, p.167) 
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Social magazines
These magazines are defined as the ones to gather together the content 
that users indicated they ‘like’ and present them in the form of a 
magazine. The editorial content is automatically generated, and it is 
designed to be a one-stop-shop of the user’s interests; they were born 
in the US, and the pioneers’ apps were Flipboard, Feedly, News360 
Pulse, Flud and Zite, supported by social media tools such as Twitter 
and Facebook. According to Caldwell and Zappaterra “These kinds 
of magazines are a hybrid blend of a tightly edited branded product 
and an aggregated content feed and encourage the user to ‘share,’ in 
a similar way that friends used to tear out printed pages to show each 
other.” (2014, p.37)
Their success is based on the power of combining social network sites 
with content from other sites to attend the readers’ necessities. 
Reading Tools
The reading tools are apps that were created with the idea that people 
need to be alone to read. These apps use bookmarklets, defined as 
little programs that can be memorized as URLs among the favorites 
in a browser, they basically work as a service processing all the 
content of the page that the user wants to read and eliminates all the 
interference, presenting a new page that is ‘optimized’ for reading, 
which became particularly important with the increasing use of 
mobile devices. The most popular are Instapaper, Longform, Pocket, 
Readability, and Reader. 
Figure 26. 
Instapaper 2010 
and Instapaper 
2019 for iPad
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3.6.3 Formats
Before the internet, publishers were limited to a single publication 
format: the printed one. Later, when the internet was introduced, 
new formats for publishers born. For big publishing houses, it was 
easier to transfer the content to an online medium than to smaller 
or independent publishers, this was mostly because of the budget. 
The most popular magazines started by creating websites where they 
published some of their content; however, they did not find a way to 
monetize it. The smaller or independent houses opted to include their 
printed version in PDF and post it on a web site. After the introduction 
of the iPad, publishers saw a possibility to monetize their digital 
content. Therefore, different formats for online publishing became 
popular among magazines. These types are analyzed below by the 
authors Apfelbaum & Cezzar:
Basic Feature phone
These phones do not have the same characteristics as a smartphone; 
however, they have access to the internet, which makes them 
candidates to receive content from digital publications. Basic Feature 
phones are the only connection for millions of people around the 
world. (Fig. 27)
Smartphones
The vast majority of mobile phone subscribers in the United States use 
smartphones. At the time of this writing, about half of these phones 
operate on the Android operating system, a third are iPhones, and 
15 percent use another operating system”. (2014, p.17). Every year 
hundreds of new models of smartphones are introduced to the market, 
their higher-resolution screens, and the larger size than the Basic 
feature phone have made it a comfortable device for reading. (Fig. 28) 
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Smartphone
The vast majority of mobile phone subscribers in the 
United States use smartphones. At the time of this writing, 
about half of these phones operate on the Android 
operating system, a third are iPhones, and 15 percent use 
another operating system. Higher-resolution screens made 
by Apple and Samsung in 2010 made the smartphone a 
comfortable device for reading.
Basic feature phone
Internet-enabled mobile phones, also called “basic  
feature phones,” are the only connection to the internet  
for millions of people around the world. Because they  
have a longer battery life, they are more functional in  
areas that don’t have consistent access to wired electricity.
Mini-tablet
When Amazon’s Kindle Fire was released in late 2011 with  
a 6 × 3.5 inch (152 × 89 mm) screen, it became immediately 
obvious that both the smartphone and the tablet weren’t 
ideal reading devices for long-form text. Google, Samsung, 
and Apple quickly followed with their own versions of the 
7-inch tablet, which allows for easy reading of larger text 
while holding the device with one hand, much as one would 
hold a paperback.
Tablet
Before Apple’s iPad was released in April 2010, tablet 
computers had mostly been failures. Initially, Apple  
was widely ridiculed for introducing what many people 
thought was an unnecessary device. Within two years,  
100 million iPads had been sold, followed by Kindle 
Fire with 7 million, Samsung’s tablets with 5.1 million, 
and Barnes and Noble’s Nook with 5 million. The iPad 
distinguished itself as a device for the consumption of 
content and benefited enormously from the iOS apps and 
infrastructure developed for the iPhone since 2007.
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Mini tablets
Mini tablets were introduced as a demonstration that tablets and 
smartphones were not the ideals as reading devices. Amazon 
introduced the first one: Kindle Fire in 2011, just one year later of 
the iPad launch, with a screen size of 6 x 3.5 inches. This size turned 
out to be ideal for reading because it is possible to handle the device 
with only one hand; also, the screen is very similar to the size of a 
paperback. (Fig. 29)
Tablets
Launched in 2010 by Apple, the iPad sold 100 million devices in 
only two years. “The iPad distinguished itself as a device for the 
consumption of content and benefited enormously from the iOS apps 
and infrastructure developed for the iPhone since 2007”. (2014, p.18) 
(Fig. 30)
Laptops
Laptops became very popular after 2012; these devices were qualified 
for reading and browsing because of the bigger space for the screen, 
so much, that in 2013 according to screen-size statistics gathered by 
Google and other organizations, it was the most popular device to 
access the internet with display resolutions of 1366x768 surpassed 
1024x768. (2014, p.18) (Fig.31)
Desktop
According to the authors, «surveys have shown that the majority of 
people who read books on screens read them on laptops and desktops, 
and usually while at work.” (2014, p.29). The significant benefit of 
working on bigger screens is the possibility to show different contents 
at once; also, the reader will be able to understand it better since 
the elements of design will show more hierarchy; consequently, the 
content will look more attractive. (Fig. 32)
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The vast majority of mobile phone subscribers in the 
United States use smartphones. At the time of this writing, 
about half of these phones operate on the Android 
operating system, a third are iPhones, and 15 percent use 
another operating system. Higher-resolution screens made 
by Apple and Samsung in 2010 made the smartphone a 
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Smar phone
The vast majority of mobile phone subscribers in the 
United States use smartphones. At the time of this writing, 
about half of these phones operate on the Android 
operating system, a third are iPhones, and 15 percent use 
another operating system. Higher-resolution screens made 
by Apple and Samsung in 2010 made the smartphone a 
comfortable device for reading.
Basic feature phone
Internet-enabled mobile phones, also called “basic  
feature phones,” are the only connection to the internet  
for millions of people around the world. Because they  
have a longer battery life, they are more functional in  
areas that don’t have consistent access to wired electricity.
Mini-tablet
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a 6 × 3.5 inch (152 × 89 mm) screen, it became immediately 
obvious that both the smartphone and the tablet weren’t 
ideal reading devices for long-form text. Google, Samsung, 
and Apple quickly followed with their own versions of the 
7-inch tablet, which allows for easy reading of larger text 
while holding the device with one hand, much as one would 
hold a paperback.
Tablet
Before Apple’s iPad was released in April 2010, tablet 
computers had mostly been failures. Initially, Apple  
was widely ridiculed for introducing what many people 
thought was an unnecessary device. Within two years,  
100 million iPads had been sold, followed by Kindle 
Fire with 7 million, Samsung’s tablets with 5.1 million, 
and Barnes and Noble’s Nook with 5 million. The iPad 
distinguished itself as a device for the consumption of 
content and benefited enormously from the iOS apps and 
infrastructure developed for the iPhone since 2007.
 
ELEMENTS: FORMATS
001-224_40630.indd   17 1/24/14   7:10 PM
Apfelbaum, S., & Cezzar, J. (2014). Designing the editorial experience : A primer for print, web, and mobile. Retrieved from http://ebookcentral.proquest.com
Created from universidadmonterrey-ebooks on 2019-03-25 07:03:23.
C
op
yr
ig
ht
 ©
 2
01
4.
 Q
ua
ys
id
e 
P
ub
lis
hi
ng
 G
ro
up
. A
ll 
rig
ht
s 
re
se
rv
ed
.
(F39)_Job:01-40630  Title:RP-Designing the Editional Experience
#175  Dtp:160  Page:18
001-224_40630.indd   18 1/24/14   6:58 PM
18 DESIGNING THE EDITORIAL EXPERIENCE
TEXT
Laptop
As of January 2013, more people access the internet 
through laptops than through any other device, as 
evidenced by screen-size statistics gathered by Google 
and other organizations. (Display resolutions of 1366 ×  
768 surpassed 1024 × 768 as the most common screen  
size in mid-2012.) This ubiquity, combined with the 
additional screen space, makes it one of the most 
important formats for both browsing and reading.
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TEXT
Desktop
While both the industry and consumers in the last few 
years have been focused on tablets as the new medium for 
reading, surveys have shown that the majority of people 
who read books on screens read them on laptops and 
desktops, and usually while at work. The additional screen 
space also allows for many different types of content to 
appear at once and to have a greater hierarchy between 
design elements—a luxury not afforded to smaller  
screen formats.
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Figure 30. Tablet creens
Fig re 31. Laptop screens
Figure 29. Mini tablet 
screen
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The second part of the research seeks to provide the necessary elements 
to understand how is the user experience and user interface in mobile 
devices. Additionally, resources related to design, methodologies, 
concepts, navigation principles, among others, were included.
The author Leah Buley defines the term User Experience as “the overall 
effect created by the interactions and perceptions that someone has 
when using a product or service” (2013, p.5). In this context, it can be 
understood that thorough a good user experience, the designer tries to 
reduce the friction between the task someone wants to accomplish and 
the tool that they are using to complete the task.
Additionally, the term user experience could be found in 3 different 
variations, which means the same thing: UX (User experience), XD 
(experience design), and UE (User experience). Furthermore, it is 
related to other terms, such as user research and user experience 
design. User research is a discipline that tries to understand the 
users and their needs; on the other hand, user experience design is 
about designing a user’s interactions with a product from moment to 
moment. (Buley, 2013).
In particular, according to the authors Nagel & Rod, the user 
experience design: “always has something to do with psychology and 
emotion. It concerns not only the functionality and the usability of 
a product— thus to attain certain goals effectively, efficiently, and 
satisfactorily, but rather also the experience and discovery as well as 
the fulfillment of human needs during the usage”. (2016, p. 45).
4.1 User Experience (UX)
4. User Experience 
& User Interface
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4.1.1 Activities and methodologies in a typical UX process
Although there is no certified process to follow in the UX practice. 
Based in Buley, Hanington, Martin, and other authors, a typical UX 
process includes the following steps:   
User research
Learning about the users and what motivates them to design products 
that can meet their needs. 
Design
Envisioning and specifying how a user will encounter a product or 
service from moment to moment in the most fluid, intuitive, and 
enjoyable way possible. 
Wireframing
Developing the wireframes, which are schematic diagrams of each 
page or state in the system. Each screen in the user interface. 
Prototyping
In order to test with users, the team and the client, prototypes should 
be created. Prototypes are a tool that shows how the design should 
behave and operate once it is implemented. 
Testing
Testing the usability of a system. This concept refers to the ease of 
learning and using the interface and user satisfaction during its use.
Implementation and launch
Ensuring that the design works for users and that it was implemented 
according to the plan. 
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4.1.2 User research
Users are at the core of User Experience; consequently, to design a 
good one, it is essential to understand and learn about their needs. 
According to Leah Buley, this is why talking to users is dispensable in 
the process of designing good user experience (Buley, 2013).
Many user research techniques can be used in a project, either to 
understand your users better or to test out their behavior on a product 
designed. These techniques will help to define the user groups and put 
their needs and frustrations in context.
Clearly, each user group is unique. What one person finds difficult, the 
next one will not. The key will be to figure out what is generally right 
about the users, which means learning about enough individual users 
to separate the quirks from the typical behavior patterns.
Once the user groups are defined, it is necessary to pick one or more 
user research techniques; the most common are: user interviews, 
contextual inquiry, surveys, focus groups, and card sorting. (Unger and 
Chandler, 2012)
Surveys 
Surveys are a collection of well-defined questions distributed to a large 
audience. Generally, they include closed-ended questions that can 
be easily collected. They can be a useful tool to state results in more 
quantitative ways. However, it is also possible to gather qualitative 
information about user habits and attitudes. 
This tool is often used to measure user satisfaction or to build or 
validate user models like segmentations or personas. The insight 
collected by conducting user research will open the possibility of 
creating tools that can bring focus to the user groups throughout 
design and development: personas (Hanington & Martin, 2012).
Personas
Personas are defined as descriptive models of users that provide an 
exact way of thinking and communicating about how groups of users 
behave, how they think, what they want to accomplish, and why. 
In other words, personas are user models that are represented as a 
specific, individual human being. Personas open the possibility to 
develop an understanding of users’ goals in a specific context which 
is considered an essential tool for ideating and validating design 
concepts. (Cooper et al., 2014 p.62).   
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Additionally, they convey the essential characteristics of the target 
group— such as demographic and biographical information, needs, 
preferences, and requirements— and help to assess how the described 
person would use a service (app, application, website, product) (Nagel 
& Rod, 2016, p. 54).
Personas are a useful tool as user models because they are 
personifications: “They engage the empathy of the design and 
development team around the users’ goals.” (Cooper et al., 2014 p. 66).
According to the authors Unger and Chandler the minimum of 
personas that are necessary for a project is three, but upwards of seven 
is not uncommon. 
Furthermore, when creating personas, it is necessary to provide 
enough information to draw people in and make them relate to the 
person they are reading. To understand how the persona behaves 
and thinks, authors, suggest to include six key pieces of information: 
photo, name, age, location, occupation, and biography. (Unger and 
Chandler, 2012).
Figure 33. What is a 
Persona? 
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4.1.3 Design
Information architecture / Site Maps
A site map is simply a visual way to display representative pages of 
a web site or for any application that would benefit from identifying 
pages, views, states, and instances. (Fig. 34) Furthermore, a site map 
shows how the content will be organized and will provide an overview 
of the navigation (Unger and Chandler, p. 166, 2012) 
Figure 34. A site map for 
a basic Web site. 
Figure 35. A basic task 
flow that shows the path 
for a user depending on 
login status. 
Task Flow
Task flows identify paths or processes that users (and sometimes 
a system) will take as they progress through the Web site or 
application (Fig. 35). Site maps and task flows might look similar; 
however, each one serves different purposes: on one side a site map 
shows the visual hierarchy of a site’s or application layout, on the 
other hand, a task flow gives details of users’ options and the paths 
they will be able to take. (Unger and Chandler, p. 166, 2012) 
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Basic elements of Site maps and task flows
The Visual Vocabulary for Information Architecture is a tool that 
uses a standard set of shapes that will be easily interpreted by a large 
audience. Jesse James Garret created it, providing many elements that 
help to articulate the site map and task flows.
Below it is going to be detailed the Visual Vocabulary’s core set of 
elements and what they represent. (Fig. 36)
Figure 36. Visual 
Vocabulary from 
Jesse James Garret
login
error memberhome
1 2
3
4
5
6
Page: Is the basic unit of user experience, represented as a plain rectangle. 
Pagestack: Represents multiple pages of similar content. 
Connectors: Simple lines that represent relationships between the elements.
Arrows: These elements are used when diagramming interaction design to indicate 
how the user will move through the system. The user is allowed to move in the 
opposite direction; the arrow indicates the direction that the user commonly takes. 
Arrow with crossbar: Adding a short perpendicular line on the opposite end of 
the arrow indicates that the user is not able to move in that direction. 
Decision point: A diamond represents it in traditional flow charts; this element is 
used when one user action may generate one of several results.
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Wireframes
A wireframe is a low-fidelity prototype of a web page or application 
screen, is used to identify the elements that will be displayed on 
the page or screen, these can include: navigation, content sections, 
imagery and media needs, form elements, calls to action. (Unger and 
Chandler, p. 186, 2012). 
Typically, wireframes are created in black and white or shades of gray; 
they use placeholders as images and do not get into specifics of fonts. 
It is a tool that is commonly used to show to clients to get validation 
on the “design thinking” before starting with the visual design and 
development phases. 
Prototyping
Prototyping refers to the act of creating and testing all or a part of the 
application or Web site functionality with users. It can be an iterative 
process since they are created to identify issues or to validate the 
user experience. It has to be mentioned that this tool does not have 
to be performed for an entire web site or application; in fact, it can be 
very useful if it is used only in a representative sampling of a system. 
(Hanington & Martin, 2012) 
There are different types of prototypes. First, there is paper prototyping, 
where it only needs tools like pencils, pens, paper, scissors. Generally, 
the process is simple: just by sketching the portion of the functionality 
that is desirable to test, presenting to the user and get document 
feedback. (Unger and Chandler, 2012). 
Then, there is the digital prototyping which could be an interactive 
version of the wireframes or could be a high fidelity interactive 
version that can show precisely how interactive portions of the site or 
application will appear to users. With digital prototyping, it is possible 
to perform tests with potential users. (Unger and Chandler, 2012). 
A digital prototype can be built with specialized software as InVision, 
Adobe Experience Design, Figma, Justinmind, Axure, or even with 
simple tools such as PowerPoint, Adobe Acrobat PDFs, or Keynote.  
Figure 37. 
Low-Fidelity 
Wireframes
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4.1.4 Usability Testing
The term usability testing is used to refer to any technique employed 
to evaluate a product or system; it is one of the most important steps 
of UX design. The design team builds an interactive prototype and 
ask some potential users to perform them, and note where they have 
issues and successes. (Rubin and Chisnell, 2012). 
Testing and validation methods help to figure out if the design works. 
Sometimes this is referred to as ‘usability’ too. However, usability is 
only a part of it. It is also necessary to validate the emotional impact 
created by the experience, the fluidity of the product, and how well 
the overall product paradigm matches the mental models that people 
bring to it. (Buley, 2013, p.192).
Usability tests analyze the following features:
Ease of learning the system: time and effort required for users 
to achieve a certain level of performance.
Ease of use: assesses the user’s physical and cognitive effort 
during the interaction process by measuring the speed and 
number of errors made during the execution of an asked task.
User satisfaction: assesses whether the user likes and feels 
comfortable working with this system.
Productivity: If using the system allows the user to be more 
productive than they would be if they did not use it.
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4.2 User Interface (UI)
Visual interface design is related to the treatment and arrangement 
of visual elements to communicate behavior and information. Every 
element in a visual composition has many properties that work 
together to create meaning. Most of the elements and considerations 
are the same that are usually applied in a traditional design: shape, 
size, color, orientation, texture, position, typography, hierarchy, 
motion and change over time. (McKay, 2013)
4.2.1 Visual Interfaces Design Principles
“The human brain is a powerful pattern-recognition computer, 
making sense of the dense quantities of visual information 
that bombard us everywhere we look. Our brains manage the 
overwhelming amount of data flowing into our eyes by discerning 
visual patterns and establishing priorities to the things we see, 
and pattern recognition is what allows us to process visual 
information so quickly”.  (Cooper et al., 2014 p. 411). 
Mullet and Sano describe some essential principles that can help in 
making a visual interface more compelling and easier to use  (Cooper 
et al., 2014 p. 411-423):
Convey a tone / communicate the brand 
The interactive system may be the only way in which the user 
experiences the brand, so an effective interface should express the 
brand lines and organization, but having in mind that this does not 
override users’ goals. 
Lead users through the visual hierarchy
Create hierarchy and establish relationships. Authors recommend 
determining which controls and bits of data users need to understand 
instantly, which are secondary, and which are needed only by 
exception. Then, use the essential visual elements (position, color, 
size) to distinguish levels of hierarchy. To establish relationships, 
determine not only which elements have similar functions but also 
which elements are used together with most often.  
Provide visual structure and flow at each level of organization
Maintain a clear visual structure so that the user can easily navigate 
from one part of the interface to another. Essential attributes that help 
in defining a visual structure are: Align to a grid, create a logical path, 
and balance the interface elements. These are going to be detailed in 
the following section. 
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Signal what users can do on a given screen 
Visual design helps the user to determine what can be done on the 
screen; this is the principle of affordance. Affordance breaks down to 
the design of controls and content categories with layout, icons, visual 
symbols, and by pre-visualizing results when possible. 
Respond to commands
After executing a command from a swipe, tap, or click, the user 
needs to see some response, to know that the system is responding 
to them. If the response takes longer than a tenth of a second but less 
than a second, it is essential to provide one subtle visual cue that the 
command was received, and other when the activity is completed. 
Draw attention to important events
The tools to draw attention involve the fundamentals of human 
perception and are all based on contrast: the contrast of size, color, or 
motion. It is suggested to make things different to command attention. 
Build a cohesive visual system to ensure consistency across the 
experience
Minimize the amount of visual work
Be aware of creating visual noise within the interface, most of the times 
this is caused by superfluous visual elements that detract from the 
primary objective of communicating information. Visual noise can be 
an ornate embellishment, 3D rendering that does not add information, 
crowding elements, intense colors, textures, and contrast, the use of 
too many colors, weak visual hierarchy. 
Keep it simple
Visual interfaces should strive to be minimal. Unnecessary variation is 
the enemy of coherent, usable design. Functional visual interfaces, like 
any good visual design, are visually efficient, which means that they 
make the best use of the minimal set of visual and functional elements. 
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4.2.2 Tools for creating a visual structure
Grid 
The grid is an essential tool for a visual designer since it provides 
a uniform and consistent structure to a layout. A grid should have 
consistent relationships between different-sized screen areas, which 
are expressed as rations. The most commonly used ratios are:  
-“Golden section” or phi (Fig.38), is commonly found in nature and is 
thought to be very pleasing for the human eye. 
-The square root of 2, which is the basis of the international paper size 
standard. (Fig.39)
-4:3 is the aspect ratio of most computer displays. (Fig.40)
Figure 38. The Golden Section
A good layout grid is modular, which means that it is flexible enough 
to handle significant variation while maintaining consistency 
wherever possible. The key is to be decisive in the layout and make the 
proportions bold, crisps, and exact. 
Create a logical path
When an interface is being designed, one thing that is very important 
to have in mind is how the user navigates through the interface; the 
layout must properly structure an efficient, logical path. In this context, 
it is vital to consider that the eyes move from top to bottom and left to 
right.  (Cooper et al., 2014 p. 418) (Fig. 41). 
Figure 39. International 
paper size standard
Figure 40. 4:3 and 16:9 comparison 
Figure 41. Eye movement across an interface 
should form a logical path.
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4.2.3 Designing for mobile devices
The user experience in mobile devices before 2007 was limited to 
small, clumsy, and resistive touch-screens that required keyboards 
on the device surface or a D-pad which was equally hard to use. In 
2007, when Apple launched the iPhone the user experience on mobile 
devices was reinvented, with a giant, high-resolution, multi-touch 
screen and an OS (Operating System) that specified on-screen controls 
that were big enough for fingers to use successfully. Additionally, the 
new set of gestural idioms that were relatively easy to learn. Years later, 
the story repeated, with the iPad release in 2010, rewriting the story on 
tablet devices. (Cooper et al., 2014 p.507)
Anatomy of a mobile app
Two major factors define the anatomy of a mobile app. First, it is 
determined by how is the character of the user’s interaction with the 
app: brief, intermittent, and focused on particular tasks. Second, the 
physical shape and size of the host device. Screen sizes of phones 
require on-screen objects to be large enough that they can be activated 
easily with fingers, without the user accidentally triggering other 
interactions while doing so. (Cooper et al., 2014 p.508)
The shape and size of a mobile device have a significant effect on the 
navigation, layout, behavioral strategies, and patterns. Mobile modern 
devices are classified into three categories: Handhelds (Screens that 
are 4 to 5 in diagonally), Tablets (9-10 inch), and mini tablets (7-8 
inch). Below is a brief description of the primary structural patterns for 
each of these shape factors. 
Stacks
“Stacks are defined as vertically organized structures with a content 
area, usually arranged in a list or grid, with a top and bottom bar for 
navigation content and accessing functions”. It is the primary pattern 
used by apps, especially on handheld devices. This structure is dictated 
by the shape of the smartphone screen: tall and narrow (Fig. 42) 
Figure 42. Twitter app 
using a stack pattern, 
including content, 
control, and navigation 
elements. 
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Stacks and panes 
This pattern is orientated to tablet apps where the bigger screen left 
room for the addition of one or more supporting panes. Generally, the 
additional pane is an index page that lists content items, such as an 
email inbox or search results. This pattern is considered a good use 
of display since it eliminates one level of drill drown, which will allow 
the user to navigate quickly. Additionally, this index panes can have 
navigation and functions associated with them, which are located in 
bars at the top or bottom of the pane.  (Cooper et al., 2014 p.513)
Figure 43. iOS iPad mail 
app presents a navigable 
index pane. 
Pop-up control panels
The screen size of tablets also allows supporting pop-up panels, which 
are not going to overlay the entire screen and could replace navigation 
to a full-screen control panel screen, as it is usually required in 
handheld formats. When these control panels are used correctly, they 
can improve task flow by maintaining the context on the background 
screen. (McKay, 2013 p.81): 
Figure 44. The procreate 
digital painting app 
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4.2.4 Mobile navigation and controls 
Due to the unique format and multi-touch input technology, mobile 
applications have evolved a unique set of controls; the most important 
are going to be described below: 
Browse controls: Most of the mobile apps are optimized for browsing 
due to the limitations of the screen format and input options; it 
is much easier to browse and select content than to input data. 
Consequently, mobile apps have developed a rich set of patterns 
around browsing content (Cooper et al., 2014, p.518-529) : 
Lists are the most frequently used pattern; they serve to organize 
content for touchscreen devices. Tapping a content in a list typically 
drills down a level in the hierarchy, revealing either the content or the 
next level of grouping. List views often work in conjunction with other 
elements as tab bars to provide access to multiple screens of content. 
They can be finite or allow infinite scrolling. (Fig. 45.) 
Grids are used to organize content into regular rows and columns. 
In an app, grids are often used to present media objects, including, 
photos, videos, or music albums. When using grids in an app, we must 
make sure that users understand how to navigate them. Furthermore, 
as with lists, tapping a content in a grid typically drill down into a 
hierarchy, and they can be either finite or infinite scroll. (Fig. 46)
Figure 46. Grids on Instagram appFigure 45. Lists on Spotify app
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Swimlanes, (Cooper et al., 2014 p.524) is a combination of the carousel 
natural browsability with the data density of a grid. In other words, 
swimlanes are a vertical stack of carousels, each of which can be scrolled 
horizontally, independent of the others and the navigation to other 
swimlanes is given by vertical scrolling. The use of this pattern allows 
the user to browse multiple categories of content with a small amount of 
navigation. One great example of swimlanes is the Netflix app.
Cards are a self-contained interactive object that combines media, 
text, web, links, and social actions such as commenting, sharing, 
tagging, and adding media. Facebook is an example of this type. Cards 
are most often displayed in scrolling vertical list, but they can also be 
displayed in a grid, carousel, and swimlane layouts. 
Figure 47. iOS weather 
app, the classic example 
of a content carrousel
Figure 48. Netflix  app 
home screen (left) 
Figure 49. Facebook app 
and the use of cards
(right)
Content carousels
Use a horizontal swipe gesture to navigate between screens that 
contain different data. A well-designed carousel will allow the user to 
navigate circularly from end to beginning, rather than to swipe back 
to the start, besides it is essential to make clear when the last item 
has been reached. For instance, the weather app for the iPhone (Fig. 
47). The users navigate between different screens that in this case, 
represent different locations. (Cooper et al., 2014 p.511)
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Navigation and toolbars
“Toolbars display the most frequently used commands directly, 
making them quick and easy to access.” (McKay, 2013 p.82). Navigation 
and bars are considered the primary mechanism for navigating in 
mobile apps. Although navigation and bars reduce visual clutter, they 
also require more cognitive work for users in the way that they have to 
identify active controls. However, at this point, users have been trained 
to assume that a bar generally means a navigational control. 
Tab bars
Generally, contain text and icon buttons, users can frequently found 
them at the bottom of iOS screens and, more frequently, at or near 
the top of Android and Windows phones. The narrow aspect of a 
mobile device screen limits the number of controls that can be in a 
tab bar to no more than five. ‘The …’ control is a solution to deal with 
this limitation, providing a button inside the tab bar that will display 
another screen with additional navigation options.
Nav bars and action bars
The nav bars are typically found at the top of the screen; they provide 
a way to navigate a list or grid hierarchy, may contain a back button 
on the left and the title of the current content screen in the center. 
Android name these controls as the action bar, where menus or 
buttons are included on the right. 
Drawers or hamburger icon
Drawers or hamburger icon provides access to a vertical list of 
navigational elements similar to tabs. Three short, stacked lines 
represent the drawer. Tapping this icon will slide the content area 
horizontally and reveal the drawer under it. Items in a drawer are 
usually text, but it might have icons too. 
Figure 50. Tab bars 
in the App Store
Figure 51.  Nav tab 
on Gmail app
Figure 52.  Nav tab 
on Gmail app
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Tap-to-reveal
The tap-to-reveal interaction is very conventional in apps for mobile 
devices, it consists on tapping anywhere on the screen to reveal other 
functions that are not shown, a great example of this, is Youtube, which 
makes its transport, volume and other controls temporarily available 
as icons superimposed on the video display area when it is tapped. 
This idiom eliminates clutter, but it is also a challenge for new users to 
discover it. 
Welcome and help screens
While there are other alternatives, some apps use welcome, and help 
screens considered the most effective way to help the users learn a 
mobile interface. They are usually displayed on a user’s first-time entry 
into an app, guiding how to perform activities in the app. Help screens 
are almost the same, but with the difference that these screens are 
displayed when the user requests it. (Cooper et al., 2014 p.549-550)
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4.2.5 Multi-touch gestures  
Gestures are the heart of a mobile experience. The actual number of 
gestures is reasonably small, and this is for the best, users do not need 
a massive vocabulary of gestures to satisfy their needs. Some of the 
primary uses of the most frequently used multi-touch gestures are 
going to be described in the following paragraphs: (Apple Inc, 2019)
Pinch in/out
It is used to zoom in or out on objects physically.
Rotate 
It is a gesture where a user employs the thumb and forefinger twisted 
to both sides on the touchscreen. It can be used to rotate objects, like 
an image in an editing app. 
Drag to scroll  
This gestural interaction can work both horizontally or vertically. 
Vertical Draggin is commonly used to scroll lists, or in conjunction 
with drag handles or reorder objects in a list. On the other hand, 
Horizontal dragging can be used by scrolling into a carousel or a 
swimlane. 
Swipe up/ down/ right / left
It is usually very similar to the gesture of dragging. The user is very 
used to swipe left as a shortcut to delete something, such as deleting 
messages and e-mails.
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Multi Finger swipes. 
As the various mobile OS’s use, various multi-finger swipe gestures 
are not very recommended to use this gesture on apps; besides, it is 
usually difficult for users to discover them. 
Tap to select, activate, or toggle. 
The tap is used to select objects and toggle the activation of controls. 
The tapped items must get an appropriate selection highlight or 
activation/deactivation state of animation. 
Tap and hold 
Tap and hold is typically used to open a contextual pop-up menu on 
an object. However, the gesture is not that easy to find, and users are 
not familiar with it yet, so authors recommend using a visible menu 
control on the object or a tap-to-select model, combined with an 
action menu. 
Drag to move
Dragging can also be used to move or copy an object from one 
container to another or to move it within a canvas or a grid.
Figure 53. Multitouch 
gestures
84
4.2.6 Controls
Controls are self-contained screen objects through which people 
interact with digital products; they can be widgets, gadgets, and 
gizmos. Controls are the primary elements for creating a graphical user 
interface. They come in four basic types (Cooper et al., 2014 p.590-593):
-Imperative controls used to initiate a function
-Selection controls used to select options or data
-Entry controls used to enter data
-Display controls used to manipulate how and where the app 
displays itself and its data
Imperative controls
A control that corresponds to a verb is called an imperative control 
because it commands an action immediately. Some of the most used 
imperative controls are the following. 
Buttons
Generally, the control is rectangular, and it executes as soon as the 
user taps the element. In dialogs (presented later), a default button 
is highlighted to indicate the most common action. Buttons usually 
change their visual aspect when it has been activated; this will make 
the users sure that they did something when tapping a button. 
Icon buttons
The icon buttons are easy to use. They are easy to memorize because 
generally, they are always visible. The disadvantage in using an icon 
button, sometimes first-time users have trouble understanding the 
image on an icon. 
Figure 54. Buttons for apps
Figure 55. Icon buttons 
for iPhone App Store
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Hyperlinks 
Also called links, typically takes the form of blue underlined text, a 
link is an imperative control used for navigation. This direct and useful 
interaction takes users to a web page that provides more details about 
a hyperlinked word or phrase.  Sometimes images are also used as 
links. In general, a link must be used for navigation through content, 
and buttons or icon buttons for other actions and functions. 
Selection controls
As the entry controls, the selection controls are used to define nouns; 
it allows the user to choose this noun from a group of choices; Great 
examples of selection controls include checkboxes, list boxes and 
drop-down or pop-up lists  (McKay, 2013 p.71-73): 
Checkboxes
It is primarily text-based, an effective interaction control, and familiar 
to the users. Usually, checkboxes are square since the users recognize 
visual objects by their shape, so the checkbox is an essential standard, 
so there is no good reason to deviate from this pattern. 
Radio buttons
Visually they are similar to the checkbox, however in radio buttons 
when one option is selected, the previously selected option 
automatically deselects. Consequently, radio buttons always come in 
groups of two or more, where one option must be selected. 
Figure 56. Twitter app 
using Hyperlinks
Figure 57. Checkboxes
Figure 58. Radio Buttons
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Toggle buttons
Visually they are similar to the checkbox
Switches
Switches have two states, that generally are on and off, swiping in the 
appropriate direction slides the switch’s 3D affordance to the on or off 
position. 
Entry controls 
Used to supply information to or set a value in an application. The 
most basic entry control is a textboxes; however, any control that lets 
the users enter a numeric value is an entry control.(McKay, 2013 p.71) 
 
Display controls
Display controls are used to display and manage the visual 
presentation of information on the screen. Some of the most important 
display controls are text controls, scrollbars, splitters and drawers, and 
levers. (Cooper et al., 2014 p.620). 
Figure 59. Toggle buttons
Figure 60. Switches
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4.3 Tablets vs. Smartphones
4.3.1 Smartphones - Communication, networking, and availability
The main feature of this device is that the user can constantly remain 
in contact. It is the basis of an uninterrupted connection and can be 
used both at home and on the go. It is more quickly at the ready than 
any other device. The most important tasks, motives, and needs for 
smartphone usage are communication, networking with other people, 
and entertainment. (Nagel & Rod, 2016, p.25).
A large portion of daily media usage is conducted via the smartphone. 
Often used to obtain information, entertain, communicate, killing 
time, or social networking. The owners of a smartphone are always 
online. The devices are suited for mobile usage, but they are not 
only used in transit. Another important thing is that smartphones 
are devices with the shortest usage duration and the shortest usage 
sessions. Consequently, they are used most frequently to start a digital 
action: surfing, searching information, online shopping, watching 
online videos or social networking are begun on  a smartphone and 
continued on other devices, mostly because the second device has a 
larger screen and is easier to use (Google et al., 2012).
The average screen size is approximately 3– 6 inches. Screens smaller 
than 3 inches make touch-based interaction more difficult, whereas 
screens larger than 6 inches make the device more difficult to 
transport. They are operated mainly with a touch-based user interface. 
(Nagel & Rod, 2016, p.26).
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4.3.2 Tablets - entertainment and relaxation 
The tablet is used primarily as an entertainment device. Although 
it is a mobile device, it is primarily used at home in a relaxed and 
comfortable atmosphere. The most important motives and needs for 
tablet usage are entertainment and communication.
The usage is less frequent than with a smartphone. The tablet is 
often used in a targeted manner and as a pastime -primarily for 
entertainment, general media consumption (films, videos, photos, 
music, among others), reading books, surfing the web or retrieving 
mails. Usually, articles are searched for or read on smartphones, but as 
soon as a tablet becomes available, or it makes sense in the situation, 
the tablet is most often used. 
Tablets are lighter and more transportable than laptops and are 
preferred at home, in a stationary situation, they might be used for 
relatively long periods throughout the day. In contrast to smartphones, 
tablets are shared devices, used by multiple persons and, based on the 
usage purpose. 
Because the screen on a tablet is larger than on a smartphone, the 
device is better suited for reading, watching films, viewing photos 
and writing texts. However, it is still not regarded as a work device or 
replacement for the desktop computer. (Nagel & Rod, 2016, p.28).
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5.1 Wired
5.1.1 History
Wired is a monthly American magazine, the perfect source of 
information on how technology is changing every aspect of our lives, 
from culture to business, science to design. It was launched in 1993 
with the only purpose of using the old medium of print to represent a 
new medium that was on its way. (Vanhemert, 2014)
Initially, the design was taken by John Plunkett and his wife, Barbara 
Kuhr. They managed to create something that was perfectly attuned 
to its times and subject matter. As a magazine specialized in the rise 
of technology, they challenged readers with their inventive and web-
inspired content and design format. John and Barbara used a complex, 
layered approach, with an eye-popping use of color that included 
fluorescent inks and the placement of tinted text on a background 
of the same color, which often frustrated as much as it excited the 
readers. (Vanhemert, 2014)
When the internet appeared in the context, the online presence for 
Wired magazine consisted of an AOL page and an FTP site where 
people could retrieve articles from the magazine. 
Later, in 1994, a new software called Mosaic was introduced, opening 
a new frontier to the World Wide Web. Wired knew that they should 
be there; as a result, Barbara Kuhr was named as the creative director 
of the new site, launched under the name of HotWired. It was a grand 
experiment, a pioneer in new forms of journalism and new ways of 
doing business. There were only like hundreds of websites in existence; 
consequently, there were no models of how a media company web 
site should be like; there were no success stories, no best practices. 
Furthermore, in terms of design, it represented also a big challenge, 
since it was not only a white canvas to design on it, but they had to 
figure out the rules for a new medium. (Vanhemert, 2014)
5. Case Studies
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Barbara’s first logo design for HotWired was inspired in the magazine’s 
blocky pixel word mark, using circles instead, for a more playful 
effect. For the first iteration of the new site, Barbara, along with other 
colleagues, created a sort of launching-pad homepage, inspired in 
part by CD-ROMs, which had familiarized people with a clickable start 
screen. They wanted to include the section icons to create an image 
map, but when they built it in HTML, the browser automatically drew 
a thick blue border around it. The team came with the idea of making 
this blue border thicker and slap a lopsided white rectangle on top of 
it, as a graphic element of the design (Fig. 61) (Vanhemert, 2014). 
According to Jeff Veen, who was a member 
of the design team of HotWired, “That first 
homepage was cool looking, but it had one 
big problem. No one could navigate it. They 
would click on something on the homepage 
and more or less be lost”, he recalls. “There 
was no consistent navigation. There was no 
‘go back home’ button or anything like that”. 
So the navigation became an even more 
significant challenge for the HotWired team. 
The first version of HotWired made clear that 
web design was not just an aesthetic concern 
but a functional one, too. (Vanhemert, 2014)
In early 1995, the second version of HotWired 
was launched. The redesign included some fixes to these early problems 
and a full site map to ensure the readers never to hit a virtual dead end. 
(Fig. 62). Later, in 1996 HotWired was known as the birthplace for the 
banner ads. (Fig. 63). (Vanhemert, 2014)
Figure 61.  The first 
iteration of Hotwired 
from 1994
Figure 62. Hotwired, 1995. There were no web tables 
then, so the sitemap was just spaced links.
Figure 63. By 1996, Hotwired had invented the banner ad
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In 1998 Wired was sold to Condé Nast, the group continued working on 
improving the magazine for both the printed and digital edition. 
In the early fall of 2009, the Wired team decided to partner with Adobe 
to make the tablet magazine an idea that could respond to readers’ 
needs. Scott Dadich, who was the Creative Director of Wired from 
2006 - 2010, was leading the development of this new app. He worked 
with Jeremy Clark of the XD (Experience Design) group at Adobe to 
design the Wired iPad Magazine. Scott Dadich is best known for being 
one of the pioneers of good magazine design, especially during the 
transitional period from print to iPad. (Anderson, 2010)
In 2010, the app was presented to the Society of Publication Designers 
in New York through a video, which showed the new features and the 
choices that readers could expect from the magazine of the future. 
Besides, advertisers will benefit too, being able to move beyond the 
static notion of a magazine. 
The content was created in Adobe InDesign, as well as the printed 
edition. They added interactive elements such as photo galleries, 
videos, and animations; additionally, they also adapted the designs to 
work well in both portrait and landscape orientation. Wired magazine 
app managed to enter in a new era of media, offering the readers the 
rich visual features of printed editions as good design or impressive 
photographs, while augmenting it, with the additional content and full 
interactivity. (Anderson, 2010) 
The Wired app brought a new architecture of the tablet’s gestural 
potentials, improving the overall typographic fidelity on their layouts, 
and updating simpler information architecture and site taxonomy. This 
new structure consisted of something that the team named ‘stacks,’ 
which are the pages of both print and digital, arranged as if on a 
clothesline. Readers could sift through the contents horizontally and 
when they become interested in an article scroll vertically to navigate 
through the page. Scott Dadich mentioned in one interview with 
Anthony Wing for the Forbes magazine that this is how they came with 
the idea (Wing, 2011):
“One of the things we did that fall was to do a content audit 
of 4 issues of the magazine where we broke apart all of the 
articles by section, by article length, by article type. Just as an 
exercise, we oriented them in what are now stacks, to look 
at article lengths and design fidelity and the kinds of moves 
and investments we were making for those stories. So it is like 
hanging everything on a clothesline—you can really quickly see 
the differences between all those different pieces”. 
Figure 64. How the stacks work
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Some of the features that the new iPad magazine offered were: 
Every page was designed individually for a nice view on the 
iPad screen, in both portrait or landscape orientation. 
The cover included points of entry, which allowed the readers 
that with a simple touch on cover lines, they would have direct 
access to the stories. 
The structure of the content was organized in stacks, rather 
than spreads like in the commonly printed magazine editions. 
(Fig. 65)
The design included cues that lead the reader through the 
issue, suggesting more content or additional features to 
explore. 
Easy navigation as a result of a Dropdown Table of contents 
and Browse view, which was a zoom out to visualize all the 
stacks. (Fig. 66)
Animated 360º images.
Music, videos and slideshows to enhance the storytelling. 
Figure 65. Content structured in stacks Figure 66.  Drop Down Table of contents
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Additionally, not only readers were benefited from the new app 
features, but Wired magazine also included interaction and enhanced 
content for advertisers. In the first edition, nine advertisers took 
advantage of the premium sponsorships in the magazine. They 
included 360º images, slideshows, and videos. The first edition of 
Wired magazine sold 24,000 copies of its iPad app in the first 24 hours 
it was available. (Fig. 67)
Over time, editions were changing, mostly in response to the readers’ 
need and to technological advances that have brought these decades 
of constant change.
In the summer of 2013, the magazines’ printed edition was redesigned 
under the direction of Scott Dadich as Editor in Chief and Claudia de 
Almeida who was the design director. They developed a new visual 
voice that maintained the dynamic and unexpected gestalt historically 
embraced by the magazine, having in mind how the new identity will 
work across multiple channels. 
They divided the magazine into four sections, each with a distinct 
purpose; these sections were considered the foundation from both 
an editorial and design point. The four sections were built in a seven-
column grid with a designated top clear space and some variant on a 
‘metadata’ element that structured the pages. (Almeida and Swart, 2013) 
Figure 67.  First iPad magazine for Wired
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Sections:
Alpha: Designed to introduce the readers with all that is new in the 
Wired world. The section identity was inspired by the clean open 
layouts of a white paper. In the ‘alpha’ mark the “L” was replaced by a 
“1” to suggest the first stages of an idea. 
Ultra: The section that covers entertainment and pop culture. The 
“Ultra” mark was based on a circle, which is also a recurring element in 
all photos and illustrations. 
Q: “Q” is short of frequently asked questions; the identity was inspired 
by how-to manuals. The “Q” mark was designed to be changing each 
issue to create a unique version. 
Gadget Lab: the cool stuff section, the pages are highly visual. The mark 
for this section was represented by a playful puzzle that represents “how 
things work.” The identity was designed to be suggestive of a catalog 
with a service aspect; photography is the primary visual and sketches or 
diagrams illustrations as secondary elements.   
In 2015, Wired launched a completely new site; they reimagined and 
improved every aspect of Wired for the readers to have a full online 
Wired experience, working mostly on responsive layouts and improved 
APIs. The team started with the idea of designing for the most important 
screen in people’s lives: ‘the smartphone,’ once they understood how 
the site would work on this screen, they managed to expand to bigger 
screens: desktops, laptops, and tablets. (Dadich, 2015)
The architecture of the information and taxonomy was thought in a 
way that readers could find the information simple and clear. They 
maintained the essence of the first site developed for the magazine 
“HotWired,” that consisted of six bright icons so, they redesigned 
these icons and introduced six new section fronts: Business, Design, 
Entertainment, Gear, Science, and Security. (Fig. 68) 
Figure 68. Redesigned icons 
for the 2015 new site
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5.1.2 Wired app
Wired application is considered a key piece in the transition of paper 
editions to screens, not only because of the positive results that it had 
when it went online or the big sales that it generated in only a few 
hours, also because its structure has served as a model for many other 
digital publications that we see nowadays. 
As a part of the case study, it is going to be analyzed how the Wired app 
is performing right now in both smartphone and tablet editions. 
The Cover
Unlike the first editions, nowadays the cover in the mobile apps has no 
entry points to the content inside. None of the elements that are shown 
are interactive, and the cover is static. However, it is very well adapted 
to the screen sizes, even though the version shown on the smartphone 
is longer than the printed edition. (Fig. 69)
Navigation
The app is structured as a variant of the stacks pattern, which was 
described before in the section of Designing for mobile devices (4.2.2). 
The navigation in the first screen (the cover) presents two different 
idioms. 
Tap to reveal:  Tapping the cover will reveal functions to 
navigate through the magazine app. (Fig. 70)
Swipe left:  It will show the next page or ‘screen’ of the 
magazine; this action represents the turning of the page 
virtually.
Figure 69. WIRED 
magazine cover, May 2019
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Figure 70. Revealed functions when tapping the cover
Library: Takes the 
user to an index 
pane that shows the 
previous editions
Arrow: This function 
will take the user to 
the last screen visited
Navigation Bar: Allows the 
reader to navigate throughout 
the content, showing small 
screens of the different 
articles (Fig. 71)
List icon: Shows the 
full content of the 
magazine as a form 
of an index pane. 
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Figure 72. Table of contents
Navigation bar - ¿How does it work? 
On the bottom of the screen, the navigation bar will work by dragging 
the square through the line, which represents the whole magazine. 
On the top of the screen the app will show the article that the user 
is selecting, placing in the first place, the name of the section, then 
the name of the article and the author’s name. On the right corner, it 
shows the number of ‘stacks’ and the number of the stack where the 
user is. Below, the user will find the information related to the article. 
When the user’s finger stops touching the screen, the article’s first page 
zooms in occupying the entire screen.
Table of contents
It is a vertical screen where the content is structured in a modular grid. 
Circles represent a section of the magazine and squares represent the 
articles of these sections, which are differentiated by colors. Some of 
the articles will occupy two modules since they use one for the title and 
one for the illustration, which makes the navigation a little confusing. 
On the right side of the screen, there is an icon that represents that 
the content continues. The arrow pointing down guides the user to 
continue scrolling. At the bottom of the screen, there is an arrow 
pointing up that takes the user to the top.  (Fig. 72).
Figure 71. Stacks 
in WIRED app
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The content
Content is perfectly designed for both screens. Type size is big enough 
to be readable, and there is a hierarchy of texts along the articles 
represented not only by color but by the size of the type or by extra 
elements as underlined or bold text. In some articles as part of the 
design, they use capital letters. 
As part of interactivity inside articles, the app includes some links that 
will take the user to other contents, not only inside the issue but to 
some article listed on their website, to some Instagram profile to give 
credits about an illustration or to the link of an online shop, where 
the user will be able to buy a product that is mentioned in the article. 
Visually these links are represented by a thick light blue underline. 
Articles contain images, infographics, pie charts, among others to 
complement the content. To mark clear the end of the story, the 
magazine uses an icon, represented as a W inside a square, below 
there are links to stories related. The arrow pointing up and down is 
consistent in the whole magazine app.  (Fig. 73)
Figure 73. The content 
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Typography 
Typography is another area of interest in the case study. This element 
on Wired magazine is used in different ways across the channels, in the 
Printed edition; the use of typography is based on the section, for the 
app version, the magazine only works with three typefaces. 
For the app, most of the headings are displayed in a heavy and 
geometric typeface: Proxima Nova Bold.  This typeface works very well 
on both iPad and smartphone screens. Proxima Nova Bold is also used 
for the Related Stories section and in some articles as the body copy, 
in this case, is used in the regular weight. The use of this typeface is 
limited to only short articles since being a sans serif typeface could 
make reading long texts difficult. To give more visual hierarchy inside 
the articles, Wired highlight their pull quotes in the bold version of 
Proxima Nova and adds a thick underline.
For the body copy, the app usually uses the typeface Exchange, a serif 
typeface that was designed to work well in digital versions and for long 
text readings, consequently, it is mostly used in long articles, but it may 
also be employed to add extra information about the author, in this 
case, it will be displayed in italics. 
The third font is Vin Mono Pro, a slab-serif typeface that conveys 
the essence of the magazine: technology. It is used on sections 
name, photo credits, in the ‘buy now’ button, to indicate the 
author’s name and in some cases for pull-quotes, which are 
underlined to add visual hierarchy. 
Figure 74. Typography 
in Wired app
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5.1.3 Online presence - social media
Unlike what was presented in the first version of Wired for iPad, 
nowadays the application does not show so much interactive content. 
There are links and the same way of navigation as proposed in 2010, 
but the user will not find extra content such as videos, audios, photo 
galleries, or animations.
However, it was observed that social media drive most of these content 
since every day is most common that people of all ages consume news 
through Facebook or Instagram which in the last three years became 
a significant network. As part of the case study, social media was 
analyzed too, to understand how the brand behaves in the different 
social networks. The following results were obtained: 
 
Facebook
The cover photo shows on Facebook shows the cover of the next 
printed issue with simple animations that add dynamism to the first 
impression of the page. With almost three million followers, Wired’s 
Facebook page remains very active, posting on average about 25 times 
a day, including, mostly notes from their website, and occasionally 
photos and videos. Facebook posts always show a direct link to their 
website. (Fig. 75) 
Figure 75. 
Wired’s 
Facebook page
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Instagram
With one million followers, this social network 
have served in the last years to gain and maintain 
subscribers for the magazine. Wired has known how to 
get the most out of ‘insta stories,’ which in the last two 
years have led to a change in the way people receive 
content, but above all, it has become a tool for brands 
to advertise their star products.
With more than four thousand publications, Wired 
shows a perfectly thought feed, the harmony that exists 
in the set of photos presented in the platform is a way 
to prove it, besides that, navigating through their feed 
will situate the reader perfectly in the context of the 
magazine. (Fig. 76)
Insta stories in Wired present more interactive content 
than the app; there were found a bunch of videos 
and animations that complement the stories of the 
webpage and the magazine, always inviting the user to 
subscribe to enjoy the rest of the content.  
Twitter
On Twitter, they use almost the same information as Facebook, website 
content and occasionally they retweet things of interest for the readers. 
They post an average of 35 times a day, sometimes repeating stories 
from one day to another. As observed on Facebook, on Twitter, the 
brand also share pictures and videos to complement a note. Twitter 
has about 10 million and a half followers. 
Pinterest and Youtube
Although Wired shows both of these icons on their web page, the 
content on Pinterest and Youtube is not continuously updated as in other 
platforms. On youtube they upload an average of 2 videos per week; 
however, the content in these videos is nothing related to the magazine. 
Figure 76. Instagram feed WIRED Magazine
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5.1.4  Website
As was mentioned before, Wired’s website was designed to work 
on every screen, from smartphones to desktops. The layout was 
constructed based on the smallest screen: the smartphone, so it works 
perfectly there. It has one column, and users can navigate from the 
nine sections that offer the site. (Fig. 77)
The site also offers one incredible tool for readers that do not have the 
time, or not feel comfortable reading from a screen. This feature allows 
the user to listen to the entire content that is written down, pretty 
simple but pretty useful. (Fig. 78). Visually, it is a little weak, since 
users may not be able to see it. Additionally the fact, that is located in 
the middle of the article instead of at the beginning. 
Figure 77. Website on a 
smartphone
Figure 78. Audio function 
inside articles
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On the tablet, it functions the same as on the smartphone when it is in 
portrait mode. When using the landscape mode, it will show the same 
as the structure for the laptop or desktop. (Fig. 79)
Typography for the Website works differently than in the app version 
for mobile devices. For the site Wired works with more than five 
typefaces. Referring to the printed edition, for headings inside the 
articles they use Ambroise Std Francois, a serif typeface that was first 
used in the 2013 redesign, it is a very strong and condensed font, 
introduced to give a ‘Lifestyle magazine look.’ Ambroise is also used to 
name the sections of the site, which are accompanied by the icon. 
For the body text, the magazine uses the same typeface as in the app, 
a font that was designed to answer the needs of the long-text readers: 
Exchange is used in every note across the site. 
Tungsten rounded, is another font that appears in both the website 
and the printed edition, for the website Wired works with the semibold 
version, it is used to highlight some headlines of specific sections. 
There is one typeface that looks similar to Vin Mono Pro used in the 
app versions. FF Oxide Solid, a very geometric font that is used by 
Wired to name the sections and in some cases it works as a link; for 
Figure 79. 
The site in 
landscape for 
iPad
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instance, when the name of the author appears, it will take the user 
to the different articles that were written by the same author. The 
site seeks to create visual hierarchy when using this typeface since it 
makes a strong visual contrast with the fonts that are paired; also, it is 
generally included in smaller sizes and gray color. 
Brandon Grotesque is the last font that was found in the Wired website, 
a sans serif typeface that is used both on the Home page or inside the 
articles. On the home page, mostly is used for titles; inside articles, it 
will be used to mark another section or highlight the following content. 
Despite the wide variety of fonts used on the Wired website and the 
complexity and amount of content, the page gives a sense of order, 
with blank spaces, always maintaining the visual hierarchy, using 
colors, sizes, and fonts. 
In conclusion,  it was found that the application for mobile devices 
works very well on screens, it is very easy to navigate, typography 
and images are perfectly adapted to be interpreted by different 
screens, the structure of the application makes it easy for the reader 
to move through the content. However, there were not many forms of 
interaction with the user. On the other hand, attractive content such 
as moving images or animations were found within social networks, 
especially Instagram. In the same way, the web page presents very 
good content, with a great structure and good handling for images and 
typography. 
Visually, in the different channels, consistency was found in 
typefaces and images, as well as some graphic elements such as links 
or capital letters. 
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5.2 The New Yorker
5.2.1 History
It is an American weekly magazine, founded in 1925 by Harold Ross. 
Its content is delivered by the best writers for its time, covering 
reports and commentaries on politics and foreign affairs, business 
and technology, popular culture and the arts, along with humor, 
fiction, poetry, and cartoons. It is the magazine that has received more 
National Magazine Awards than any other in the market and today is 
considered by many as the most influential magazine in the world. 
(The New Yorker) 
Visually, The New Yorker has maintained a consistent design which 
has become an essential part of its identity. Little things have 
changed since its publication in 1925, including the introduction of 
photography. However, there is one section that has changed a lot 
over the years ‘Goings On About Town’ which first design consisted 
of dense columns of small type, along with with black and white 
illustrations, then full-colour illustrations and years later photography.  
Recognized designers have redesigned this section as Massimo Vignelli 
in February of 2000.
The New Yorker takes readers beyond the weekly print magazine with 
the web, mobile, tablet, social media, and signature events. For print 
and online, The New Yorker stands apart for its commitment to truth 
and accuracy, for the quality of its prose, and its insistence on exciting 
and moving every reader.
5.2.2 The New Yorker in numbers
According to their Media Kit in 2018, they reached 34.5 million people, 
where 3.5 million are influential millennials and 3.2 million are 
business decision-makers. Additionally, they affirm that 80% of their 
audience is outside NY7
Statistics provided by the magazine show that 4.7 Million are print 
readers and 16 Million are readers only on the digital platforms. They 
have more than 16.4 million followers on social media and 2.3 Million 
of newsletter subscribers. (The New Yorker, 2019)
7  Source: MRI Spring 2018; ComScore Media Metrix September 2018, P13+; 2018 
MRI comScore Fusion (8-18/S18); ListenFirst October 2018. 3-month average (August - 
October 2018), Adobe, YouTube Analytics, DFP, Partner Data, Facebook Insights, Twitter 
Analytics.
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5.2.3 Digital Channels
The digital world of The New Yorker is quite extensive. For apps, they 
have The New Yorker, The New Yorker Today and ‘Goings on,’ which 
are available in the Appstore for iPhone, iPad, and iPod. For Android 
Tablets and Smartphones, they only offer the replica of the Printed 
edition in PDF. The New Yorker also delivers its content on other 
platforms like Amazon Kindle, Nook Tablets, Zinio, Flipboard, and 
Texture. Their web page is also fed by the magazine and more than 
fifteen original stories per day. Since the beginning, The New Yorker 
has embraced the technologies to make it easier for the readers to 
get their content; this is why they are also very active on their social 
media: Facebook, Twitter, Snapchat, Youtube and Instagram.
5.2.4 Apps
The New Yorker is one of the few magazines with multiple apps. The 
first app was launched at the end of 2012, and according to Caldwell 
and Zappaterra this app became one of the most successful in terms of 
sales in the entire industry. (2014, p.224)
Aesthetically, the apps stay true to The New Yorker with their iconic 
typefaces, the cartoons, and a simple layout. Everything from the 
printed magazine is adapted to work on the screens, with multimedia 
extras to enhance the reader experience, and it works on smartphones 
and tablet devices. 
The New Yorker app
In The New Yorker app, the general look is pretty similar to the Wired 
app. The navigation follows the same principles of stacks, swipe right, 
and left to get new content and scroll vertically if the reader wants to 
dig deeper into an article. However, The New Yorker app presents more 
content; it offers a different experience adding more than just text and 
images in a layout; it includes multimedia content as videos or audios 
and offers more interactive elements. Furthermore, the app is perfectly 
thought for mobile devices or tablets. 
Although the magazine is weekly, they offer much extra content for 
the short time that it lasts. First of all, some of the covers are animated, 
something that adds extra value to digital editions; it is not a complicated 
animation, just something that will catch the eye of the reader. 
The app also offers the option of customizing the text size, with four 
different sizes of text. This tool is considered very helpful, as not all the 
users have the same vision and read at the same distance. (Fig. 80)
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Unlike the Wired application, every screen of The New Yorker app 
offers the possibility of sharing content through a toolbar, located on 
the bottom of the screen. Tapping on ‘Extras & Sharing’ will reveal the 
options of sharing in facebook, twitter, mail, or via a link. Another extra 
feature that helps the magazine to spread around digital readers. 
Interactivity inside the app is visually represented with the color red, 
texts that are in red are links to another source of information, and all 
the red icons are interactive buttons. (Fig. 81) 
Figure 80. Different sizes of text on a mobile device
Figure 81. Buttons inside The New Yorker app.
On top of the screen, there is a black rectangle that shows the section 
of the magazine where the user is. Articles begin with the title typed on 
their famous font Irvin, followed by the stand first in Caslon italic and 
the name of the author which in some sections is in Neutraface and 
some others in Caslon italic. 
When an image gallery accompanies the article, the ‘+’ icon will be 
shown on top of the first image. The user can click on the button to see 
the rest of the images and their captions and credits. 
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One more interesting feature is in the section of Poems, where the user 
will be able to listen to these pieces recorded by their authors, adding 
some different experience of interaction with the magazine. 
Along with the articles, users will be able to find not only interactive 
buttons but articles accompanied by some illustrations to give a break 
for the reader in long texts. At the end of the articles, there is a button 
with an arrow pointing up that takes the user to the top.
 
For the iPad edition the structure is a little different, mostly because 
of the size of the screen, in some sections as in ‘Goings on about 
town’ the content is divided into two main columns, left column will 
display the featured image for the section and right column shows the 
subsections. 
The layout includes much more white spaces than in the version for 
mobile devices, the text is always justified right and the white space is 
at the left side of the screen, in some articles an image is displayed in 
this white space, as well as buttons to share the content and links to 
access other sites of interest. (Fig. 82) 
Figure 82. Layout for tablet version
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The New Yorker Today
In April of 2016, a new app for The New Yorker was launched to offer 
users an up-to-date look at content from the site. This new app will 
deliver news, cultural coverage, and commentary from New Yorker 
writers, in addition to a daily selection of magazine articles, stories 
from the archive and cartoons. 
The app is free to download and use; however, once the user is 
navigating will be asked to subscribe after reading three articles in 
a month. This strategy has been effective to The New Yorker, it was 
implemented since 2015 to their site and increased 43 percent in 
digital subscriptions.   
According to FOLIO magazine, more than 600,000 people have 
downloaded the app since its 2016 launch. It went from 52,000 
monthly active users shortly after its launch to 176,000 two years later 
(May, 2018).
The key to its success appears to be curation and focus. Instead of 
showing all the content from the site, New Yorker Today app organizes 
and filter the content for the user, Pam McCarthy who is the deputy 
editor of The New Yorker Today, states “The today app was designed to 
be very light, and of the moment, when you experience the app, you 
experience the moment”.
Visually, the app follows the same direction as the website. It has five 
sections on the bottom of the screen which includes: Top stories, 
Magazine, Cartoons, Bookmarks, and Settings. It also includes a search 
button represented by an icon of the traditional magnifying glass, and 
it is located on the top right corner. 
The first section features the Top Stories and is composed of some 
articles from the printed magazine and some news from the website. 
It is updated daily as a way to keep the user informed, but at the same 
time, the reader will be consuming the content from the printed 
edition during the week.
Articles are listed with the featured image, the name of the section 
in red Irvin typeface, the title in Irvin too, followed by the stand first 
displayed in Caslon type and the name of the author in Neutraface. 
Unlike The New Yorkers app, this one does not come with interactive 
buttons; images are just displayed on the entire article without the 
option of display them as a gallery. However, some articles will show 
the option of listening to the article in the Poems section in The New 
Yorkers app. It also includes some links, that unlike the other apps, 
Figure 83. Screens for 
New Yorkers Today app
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these are visually represented with an underlined text and not with a 
different color. The use of the capital letter is also present, as well as 
the icon that marks the end of the article. At the bottom of the screen, 
there is a section called ‘Read next’ that shows the next two articles 
from the top stories. In every article, there is a bookmarking tool, that 
permits the readers to save an article and read it later. 
The second section ‘Magazine,’ is a modular layout that shows the 
covers of all the magazines since 2008, the content of each magazine 
is structured in a very different way than in the New Yorker app. 
Magazine section divides the content into nine subsections: Reporting, 
The critics, The talk of the town, shouts & murmurs, cartoons, fiction, 
poems, goings-on about town and the mail. Titles of the sections are 
displayed as a drop-down list where the user can select the section 
of its preference (Fig. 84). However, all the contents are listed on one 
screen. In other words, that means that if the user is navigating in the 
reporting section scrolling down will lead to The Critics section.
Cartoons is the next section (Fig. 85); it shows an interesting feature 
that lets the users swipe through 8,000 New Yorker cartoons. 
Additionally, each cartoon has the option of sharing via WhatsApp, 
mail or save it to the gallery. Cartoons are considered as the most 
popular and icon feature on The New Yorker; they have been 
established as an American Institution and industry themselves.
Bookmarks section is where the user will be able to read all the 
contents marked; also users can explore their history and see the last 
ten articles that have seen. 
The last section is Settings that let the user activate or deactivate 
notifications, modify the text, or give feedback to the app. 
Figure 84.  New 
Yorkers Today 
sections of the 
magazine
Figure 85. New 
Yorkers Today 
cartoons
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5.2.5 Social media
The New Yorker has some influence when referring to social media. 
With a presence on Instagram, Facebook, Twitter, and Youtube, the 
magazine shares its content with more than 16 million followers.
Instagram
With more than 3.5M of followers, the new yorker maintains its readers 
informed regarding topics related to the magazine. They use stories 
to share content about their covers where they present sketches, 
inspiration, and their creative process. Besides, through the stories, 
they share images related to the content of the current issue, which 
addresses the reader to their website where they can find the whole 
article. In their grid, they present content related to cartoons featured 
images of the article, covers, poems, and more. 
Facebook
The New Yorker counts with 4.2M of followers. The Facebook content 
is mainly based on shared articles from their website; however, their 
content may variate to cartoons, event invitations, or magazine covers. 
Figure 86. New 
Yorkers Instagram 
stories
Figure 87. New 
Yorkers Facebook 
page
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Twitter
The dynamic on Twitter is very similar to the one used on Facebook. 
They share content that is coming from the website. They have 8.7M 
followers on this platform, and the visual language (for instance, the 
cover) is represented with colorful illustrations.
Youtube
Their presence in this platform is not as high as in the other social 
media; however, they have 350k subscribers. They upload around 
three videos during the week with content that is directly related to the 
magazine.
Figure 88. New Yorkers 
Twitter page
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Typography
The New Yorker has established their visual language with their iconic 
typeface ‘Irvin,’ it is used both in digital media and in the printed 
version. Rea Irvin who was the magazine’s founding art director, 
used this typeface since the first issue of the magazine, to create 
it, he was inspired by the woodcut illustrations in a book named 
Journeys to Bagdad, which was designed by Alles Lewis (Fig. 89). In 
the beginning, it was mostly used as ‘type as an illustration,’ it was 
only included to name the sections and in some other details of the 
magazine. It was until 1930 where Irvin began to appear more like 
a typeface since it started to be used in all the headings. In 1998 it 
was digitized and turned into a digital typeface as ‘Irvin EM.’ In 2013, 
there was a redesign on the ‘Goings On About Town’ section, and they 
commissioned House Industries to make three additional cuts of Irvin 
(The New Yorker, 2016) : 
Irvin Text, which is identical to Irvin EM
Irving Headings, which was designed just for headlines, is slightly 
lighter and more condensed than Irvin Text
Irving Display, which is more delicate and refined for larger sizes. 
For the body copy, The New Yorker uses the font Caslon, even though 
at the end of 2016 they started to use it also in some web articles 
headings, intending to introduce later on print editions. 
The third font that New 
Yorker use is Neutraface, 
a very popular typeface 
that probably everyone is 
familiar with. However, it 
is not the common version 
of Neutraface, which is 
everywhere. They worked in 
a combination of a typeface 
named Vogue NY and 
Neutraface; they called ‘The 
Voguefication of Neutraface’, 
and the type designer Nico 
Schweizer made it. 
Figure 89. Type that was 
the inspiration for Irvin
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After what was observed in the different applications that The New 
Yorker offers to its users, it can be concluded that despite being a 
weekly publication, the digital content that they offer is extremely 
quality. Even though The New Yorker application is structured in the 
same way as Wired application, many more forms of interaction were 
found, the content is shown in a clearer and more concise way, the use 
and color of the typefaces mark a very successful visual hierarchy in 
both smartphones and tablet version.
On the other hand, New Yorker Today app was a very successful way 
for the user to consume the whole content of The New Yorker which, 
in addition to its articles for the printed version, includes news and 
novelty articles. Besides, the application is very easy to navigate; 
reading the article results in a pleasant experience, and with a lot of 
interactive elements.
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6. Practical Project
The practical project of this research aims to apply the theoretical 
concepts detailed above for the development of a graphic proposal that 
responds to the readers’ needs of La Tempestad magazine.
6.1 La tempestad
La tempestad is a monthly magazine based in Mexico City, it was 
founded in 1998, and it is considered as the most influential arts 
magazine in Mexico. With a monthly issue dedicated to reflection and 
creation, they cover interests as contemporary visual arts, literature, 
performative arts, film, architecture, and design.
Since its beginnings, the main objective of La tempestad was to 
address contemporary topics by exploring ideas of great artists, 
philosophers, historians, professionals, and critics, through interviews, 
essays, reviews, and artistic projects. La tempestad is a project that is 
committed to the magazine making spirit and tradition. 
On its 20th anniversary (2018) the magazine commissioned Sociedad 
Anónima to develop a new graphic identity and editorial design. The 
design firm explored and analyzed the publication’s graphics and 
editorial evolution through the years and created a graphic identity to 
help La tempestad have a more expressive and strong presence around 
Ibero-america’s editorial, cultural and contemporary art context. 
The new logotype has a classical inspiration but with contemporary 
features, designed to have a solid and strong presence, keeping its 
sensibility and sophistication. The visual system and editorial design 
play along with a dynamic grid, which allows to break the structure 
and gives the different elements a sense of freedom, in order for them 
to appear in a more meaningful and propositive way. 
With the redesign, the main objective was to give La Tempestad not just 
one updated and strong image, but a tool so that the editorial design 
was not only form, but content.  
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6.1.1 Definition of the problem 
In March 2019 a meeting took place in the facilities of the Editorial 
group. During the meeting, the project was proposed to Laura Pardo, 
who is the Editorial Director of the magazine. She presented the 
magazine and explained their approach to the digital medium. 
The magazine has a website that houses the ‘Newspaper of La Tempestad’ 
which consists of a news site that publishes about visual arts, T.V./ 
films, literature, music, architecture, design and the performing arts, 
additionally, the site includes an agenda, which publishes the most 
important cultural events that are going to take place during the next 
months in Mexico. It is essential to mention that the content published 
here is not the same as the content of the printed version. 
In terms of social networks, La Tempestad is on Facebook, Instagram, 
and Twitter. Facebook feeds on the content of the website with a daily 
publication. Instagram for its part has two publications per week on 
average, here the magazine shares museum visits, galleries, or artistic 
shows besides the promotion for the new monthly issues. Twitter is 
their most active social network, with an average of 7 daily Tweets. La 
Tempestad shares the opinions of its readers, articles, events, or music.
Additionally, Laura explained how they have seen their sales drop 
down during the last years, pointing as the primary cause, the new 
reading habits of people, and how the social media have displaced the 
editorial content of quality. As a result, the magazine is going through a 
financial crisis, their sales and subscriptions are going down every year 
and fewer brands are investing in editorial advertising.  
Despite being a magazine dedicated to the arts, characterized for staying 
true to their spirit on the magazine making, members of La tempestad 
decided that they have to adapt to the new mediums, so they started to 
consider monetizing their magazine by having an online presence. La 
Tempestad saw an opportunity to increase their sales and subscribers, 
mostly because they have noticed that their market is expanding to some 
countries of Central and South America. Laura explained that they were 
aware of this because the magazine is receiving a considerable amount 
of messages through social media asking for the printed edition or a 
digital version. However, as they are a small publisher and sending the 
printed edition will cost much more than the edition itself, they have 
limited to sending the files in PDF without any charge. She explained 
that they have also discussed about adding the magazine to Zinio or 
Magzter, due to the ease of use that these platforms offer, where only the 
file containing the printed edition in a proper resolution is required, but 
in the end, they want to find a solution that allows them to offer their 
readers an experience as enriching as the one in the print edition.
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6.1.2 Magazine goals
To maintain their essence and try to transmit what the sheets 
of the magazine do, through a good design on the screen. 
Not to be limited to a readership on the screen, but the users 
may be able to interact with the different mediums that the 
solution offers. 
The solution must permit that the magazine contents reach 
people that do not live in Mexico, and that these people that 
never had a printed issue before in some way experiment what 
La Tempestad is. 
To find some relation with the website, for the readers to be 
able to connect between the different online mediums. 
6.1.3 Readers
The most significant amount of readers are concentrated in Mexico 
City, the place where the magazine was created. However, readers are 
in all the country, with more emphasis on the principal cities such as 
Monterrey, Guadalajara, or Querétaro. 
Their audience is people between 20 - 55 years, passionate about arts 
and culture, with a level of education that goes from a Technical career 
to a Master’s degree. For gender, it could be estimated that 60% of the 
magazine audience are women. 
Readers of La Tempestad are creative people, eager to discover new 
quality content. Within the readers, some artists might find in the 
magazine their daily source of inspiration.
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6.1.4 The project
The main objective of the project is to design a mobile application for 
the magazine La Tempestad, which will seek to answer the needs of 
their current readers. With the development of this application, the 
magazine will be able to reach more people as well as expanding its 
content to other countries in Latin America and Europe. 
The application will seek to create a unique experience with the reader, 
integrating different forms of interaction through buttons, moving 
images, and audios. As it is an application for a magazine, it will be 
designed following the basic principles of editorial design without 
leaving aside the principles of user experience and interface design. 
Additionally, the project will answer the magazine’s needs of having 
a digital edition that can be monetized. It was considered to work 
with an application because it is easy to monetize; the users can 
subscribe monthly or annually to the magazine and enjoy the content 
of the printed edition. It was decided to work in an application for 
smartphones due to the results obtained from the survey that was 
made for the project purpose (Detailed in 6.2 User Research). However, 
some screens for the iPad version will be developed too. 
The graphic proposal will seek to follow the visual line of the magazine, 
trying to communicate its content in the most appropriate way. 
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6.1.5 Analysis of competition 
According to SIC Mexico8  There are 277 cultural magazines with 
printed editions in Mexico, of which the majority are produced in 
Mexico City. Additionally, the same source indicates that there are 
currently around 141 cultural magazines that exist only online.
Within this section, the direct and indirect competitors of the 
magazine La Tempestad will be analyzed in order to understand how 
the publishing market is behaving in this area and if these magazines 
have a good online presence, either a website or a mobile application. 
With this objective, it was considered to include data as the content 
of the magazine in general terms, year of creation, circulation, 
periodicity, and a short description of how is their online presence. 
8  https://sic.gob.mx/lista.php?table=revista&disciplina=&estado_id= 
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Direct Competitors
Código
Specialized in 
contemporary 
art, 
architecture, 
music and 
fashion. 
2002 bimonthly 25,000 - Online Only 
Website 
Fahrenheit°
Magazine 
focused on 
contemporary 
art, design and 
lifestyle
2003 bimonthly 10,000 - Online Only 
Website 
Este País
With an analysis 
of the main 
cultural topics 
of the country It 
seeks to provide 
a space of 
dialog.
1991 monthly 20,000
Website 
Letras Libres
A magazine 
with essays, 
poems, stories, 
interviews, 
chronicles, 
reports, 
and literary 
semblances.
1999 monthly 35,000
Website 
Nexos
It contains 
articles and 
essays related 
to literature and 
various political 
and cultural 
aspects of our 
country.
1978 monthly 17,000
Website 
Replica
Magazine Description First issue Periodicity Circulation OnlinePresence
Figure 90. Direct competitors analysis table
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Indirect Competitors
Travesías
A magazine 
distributed in 
Latin America 
that shows 
articles related 
with culture, 
gastronomy, art 
and tourism in 
the world. 
2001 monthly 150,000
Website 
Dónde Ir
Dónde Ir is a 
guide of the 
Mexico City 
where the 
readers can find 
restaurants, 
concerts, 
cultural events 
and activities in 
the city. 
2012 monthly 78,000
Website 
Chilango
Cultural, tourist, 
gastronomic 
and 
entertainment 
guide of Mexico 
City. 
2012 monthly 55,000
Website 
Time Out
A magazine 
that serves to 
encourage the 
development 
of new 
entertainment 
and culture 
platforms 
2012 monthly 35,000
Website 
Tiempo Libre
It promotes free 
time activities 
during the week: 
movies, theatre, 
music, dance, 
museums, 
restaurants and 
books.
1980 weekly 95,000
Website 
Replica
Magazine Description First issue Periodicity Circulation OnlinePresence
Digital 
Newsstand
Native app
Newsstand
Newsletter
Newsstand
Replica
Newsletter
Newsstand
Figure 91. Indirect competitors analysis table
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La Tempestad
Description
It is dedicated to the diffusion of art in the 
following disciplines: literature, reflection, 
cinema, music, architecture, visual arts, 
performing arts, and design. It addresses 
cultural issues related to art and reflection.
First Issue
1998
Periodicity
Monthly
Circulation
15,000
Online Presence
Website 
Figure 92. Magazine Cover La Tempestad, June 2018
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Symbol
6.1.6 Visual System
Logo
Figure 93. 
La Tempestad logo
Figure 94. 
La Tempestad symbol
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Typography
2. SISTEMA VISUAL
2.2  TIPOGRAFÍA INTRODUCCIÓN ARTÍCULO
2.2  TIPOGRAFÍA TEXTO CORRIDO
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Suisse BP Int’l
Saol Text Regular
Figure 95. 
La Tempestad 
typography
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Figure 96. 
La Tempestad 
Margins
Figure 97. 
La Tempestad 
Grid
Layout - Margins
Grid
6 vertical columns x 7 files
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Cover
 XXX
Lorem Ipsum Dolor · Lorem Ipsum Dolor
Lorem Ipsum Dolor Sit Amet · Lorem Ipsum Dolor Sit Amet
Lorem Ipsum Dolor Sit Amet · Lorem Ipsum Dolor Sit Amet
Lorem Ipsum Dolor · Lorem Ipsum Dolor
ISSN 1405-6895
MES AÑO   $70.00
LATEMPESTAD.MX
Bar code
Cover 
lines
Image
Month, year, price 
and website
Logo Edition number
Figure 98. 
Cover layout of 
La Tempestad 
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Structure
The magazine is divided into three main sections. The first section 
is called ‘La menudencia’; it includes news, object descriptions, 
infographics, artist information, or an exhibition review. In this 
section, the texts are short and are generally accompanied by some 
images that illustrate the article. 
In terms of design, titles and body copy are displayed in their sans serif 
font: Suisse B.P. Int’l. Below the title, it shows the kicker that indicates 
what kind of text it is. 
Figure 99.  Layout for ‘La Menudencia’ - La Tempestad
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The second section, called ‘La conversación,’ contains longer texts 
that invite the reader to understand the artist’s work throughout their 
voice. It aims to open the space for the readers’ thinking with essays, 
interviews, chronicles, and narratives.
With the longer texts, the section becomes more attractive both in 
content and visually. In this case, the body copy is presented in serif 
typography, which is considered the right choice for long readings. 
On the other hand, titles and pull quotes are presented with their 
iconic type: Saol Text Book. The lead-in is displayed with the Suisse 
B.P. Int’ l type. 
Figure 100.  Layout for ‘La Conversación’ - La Tempestad
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‘La Crítica’ is the third and last section of the magazine. In this section, 
a critical analysis is made on different cultural expressions that may 
include exhibitions, books, films, series, essays, and albums. 
In the physical magazine, this section is easily distinguished; their 
pages work with a background color that is related to the highlight 
color of the issue but in a lighter tone. Besides, these pages are 
presented in a different type of paper. 
Figure 101.  Layout for ‘La Crítica’ - La Tempestad
130
6.2 User Research
User research techniques are used in a project to have a better 
understanding of the users, define the user groups, test out their behavior 
on the app versions, and put their needs and frustrations in context. 
6.2.1 Surveys
For user research, the survey technique was implemented in the 
project. Surveys are a series of questions that consist of mainly closed-
end answers (multiple choice) and are used to identify patterns among 
a large number of people.
Surveys are useful when the project needs results in more quantitative 
terms; at this point, surveys were a great tool to gather information 
about preference more than actual performance.  
This research technique was applied to one hundred Spanish-speaking 
people currently living in Mexico, that have access to some digital 
support and the internet. Additionally, all the people surveyed are over 
16 years old and have at least a High School degree.
Within the demographic data that the survey showed, 75 of the 100 
people who answered it, were women. If we talk about age, the two 
most representative groups were: people between 25 and 35 years old 
with 53% of responses and people between 16 and 25 years, with 22%. 
Additionally, it was considered vital to include the maximum studies 
data, where it was found that 66% of the respondents have a bachelor’s 
degree, and 17.7% have a master’s degree.
Following the demographic data of the respondents, we sought to 
answer the question of which devices they have access to. There 
following results were found:
Smartphone
Tablet
Smartwatch
Laptop
Desktop
e-Reader
98%
41%
41%
21%
12%
82%
Figure 102.  Which devices you have access to? - Graph
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It was also found that the device they spend more time connected to 
is the smartphone. 42% of the respondents revealed that they spend 
more than 3 hours daily on this device. The second most common 
device is the laptop, where it was found that 26% of respondents also 
spend more than 3 hours a day.
Participants were also asked for what purpose they used these devices. 
To which they responded: (In this question participants were able to 
mark one or more answers).
The survey also sought to obtain results on the reading habits in digital 
platforms. The data collected showed that 93 of 100 people read some 
material on a digital device, (considered an article on social media, a 
book, newspaper or digital magazine, as well as a blog or news).
Besides, respondents were asked about the device they usually use 
to read, the results were:
Read news
Read a book
Read a blog 
Read a digital 
magazine / newspaper
Search for subjects 
of your interest
72%
30%
20%
84%
28%
65%
16%
7%
6%
4%
Smartphone
Laptop
Tablet
Desktop
E-reader
Figure 103. What is the purpose of use? - Graph
Figure 104. Device used to read - Graph
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Among the most popular applications that respondents use for reading 
were the Social media apps (Facebook, Twitter, and Instagram) in 
the first place, followed by internet pages and thirdly newspapers or 
magazine apps, where 22 of 100 people said they commonly use them 
for their daily reading. 
To delve deeper into the subject, respondents were asked when they 
read articles from magazines or digital newspapers, where do they get 
the content ?, to which 71 people responded that the content is obtained 
through social networks.
The subjects that respondents usually read on digital platforms were 
indicated as the following: 
Facebook, Instagram, Twitter
Webpages
Magazines / Newspapers apps
Apps for reading books
Digital Newsstand
Others
80
66
22
16
1
6
Figure 105. Popular apps for reading - Graph
Social media
From the app
From the website
Newsletters
Links sent by friends
Digital Newsstand
71
22
47
9
30
3
Figure 106. Where do you get the content? - Graph
News
Culture, arts, music
Sports, entertainment
Books, novels, poetry
Health, Science, Environment
Beauty, Fashion
Others
62%
36%
59%
56%
28%
47%
15%
Figure 107. Reading subjects in digital platforms - Graph
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In addition to the information obtained about the reading habits of 
the potential consumers of the digital magazine, the survey sought to 
understand how users interact with digital platforms, what difficulties 
they face when reading on screens, how they would like applications 
to be designed for its correct use and what they would like to find in a 
digital magazine.
47.3% of the people surveyed indicated that the main difficulty they find 
when reading on screens is that the design of the contents is not always 
adequate, namely small font, little contrast, and non-responsive pages. 
33% said that their main difficulty is that at the time of reading, they 
are easily distracted by other applications, so they can not concentrate 
on their reading, which consequently is interrupted or terminated. The 
third group, with 18.7% indicated as the main difficulty the brightness of 
the screens.
Additionally, the results showed that what they consider most important 
in a digital magazine is that the application is fast and easy to use, followed 
by the fact that is a free app, in third place the survey indicated that users 
consider important that the magazine shows interactive content such as 
audio, videos or animations, almost with the same amount of answers 
the respondents considered that magazine might show extra content to 
the printed version. 
Also, it was found that what users consider to be of less importance to 
the application is that it shows a replica of the printed version. 
47%
33%
18%
1%
Contents design 
is not always 
adequate
Easily distracted 
by other apps
Brightness of 
the screens
Complex 
apps
Extra content
Fast and easy to use
Free
Interactive elements
Replica 
64
40
29
30
15
Figure 108. Difficulties while reading on screens- Graph
Figure 109. Most important features on a digital magazine - Graph
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It was decided to include the question ‘how much would you be willing 
to pay for a monthly subscription to a digital magazine that contains 
the specifications mentioned above?’ In order to have an opinion about 
budgets and financing. (Amounts are in Mexican pesos)
At the end of the survey, participants were asked if they have any 
subscription to a digital magazine, to which only the 15.1% has. 
35%
24%
20%
15%
6%
Less than $40
Between $40 and $60
Between $60 and $90
Between $90 and $120
More than $120
Figure 110. ‘How much would you be willing to pay?’ - Graph
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6.2.2 Personas
In this part of the research, Personas were created to describe the 
potential users of the magazines. This tool provided insights into 
the ‘real behaviors’ of ‘real’ users. In this case, the information for 
Personas was sought through the behaviors in social networks and by 
talking directly with the team members of La Tempestad, who helped 
to describe the target public. 
Omar Valle
Personal background
Omar Valle is a visual artist, his work has been exhibited in museums of 
Mexico, London, USA and Paris. His work includes sculptures, cartoons, 
multimedia and installations. He finds inspiration in his travels.
Goals
     To maintain me informed about the critics and dialogs of art. 
      To find inspiration other forms of expressions as literature or performing arts. 
     To spread my work and others artists work who have earned my respect.
Age: 37 years old
Location: Mexico City
Motivations:
Omar likes to travel a lot, he finds 
inspiration in places far from big 
cities. However, sometimes while he 
is traveling he finds difficult to get a 
good magazine to read.
Frustrations:
He doesn’t feel comfortable with 
technology.
Sometimes in his travels, he 
finds difficult to get an internet 
connection.
Usage
Apps
Internet
Social MediaFigure 111.
Omar Valle, 
Persona
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Nicolas Morales
Personal background
Nicolás is a freelance writer and communicologist. He writes for various 
magazines and has a column in the newspaper ‘Reforma’. He has 
been married (Alondra) for five years. Nicolás has a bachelor’s degree 
in communication and journalism from the Universidad Nacional 
Autonoma de México (UNAM). He has been passionate about writing 
since he was 10. 
Goals
To maintain me informed about the critics and dialogs of art. 
To find inspiration in other forms of expressions.
To spread my work and others artists work who have earned my respect.
Age: 43 years old
Location: Mexico City
Motivations:
Because of his work, Nicolás days 
are always different, but one thing 
they have in common is that he 
always uses public transport. He has 
discovered that he can use the time 
while he travels in a bus or in the 
metro to read quality content.
Frustrations:
He has not been able to get used to 
long screen readings.
He believes that the physical 
magazine is an entire experience 
that can not be easily replaced. 
Usage
Apps
Internet
Social Media
Daniela Durán
Personal background
Daniela currently studies her master’s degree in art history. She has a 
mid-time job at the Sacred Art museum of Guadalajara. She works as an 
archivist and she is responsible for collections of items and records kept 
in the museum. 
Goals
To know more about emerging artists
To be informed of the country’s cultural events.
To take advantage of the time spent on the smartphone reading 
some quality content.
Age: 28 years old
Location: Guadalajara, Jalisco
Motivations:
Daniela studies and work, 
consequently she doesn’t have a 
lot of free time. However, during 
her day she may spend 2 to 3 hours 
on her smartphone. She wants to 
take advantage of that free time to 
discover new emerging artists.
Frustrations:
She does not have a lot of free time. 
She likes the paper sensation and 
how it smells. 
Usage
Apps
Internet
Social Media
Figure 112. 
Nicolás Morales 
Persona
Figure 113. 
Daniela Duran, 
Persona
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6.3 Design 
At this point in the research, it was already understood what users 
are looking in a magazine app and based on the surveys made; it was 
decided that the app is going to be designed for mobile devices. 
Additionally, since the design differs from one operating system to 
another, (a design that works perfectly for an iPhone will not work for in 
an Android) it was decided to work with iOS, since the target audience is 
considered as people with medium to high education level, consequently 
are people that have access to devices such as the iPhone or iPad. 
The design process is divided into four stages, which were developed 
in the following order: Site map, Task diagrams, Wireframes, and 
Visual Design. 
6.3.1 Site map
A site map is considered a tool that helps to identify the structure that 
the project is going to follow; besides, the site maps show hierarchies 
and connections, which will help in understanding how and where the 
content is located. 
It was sought that the application was as simple as possible, with easy access 
to the contents of the magazine and responding to the magazine needs. 
Different site maps were developed according to the stages of the project; 
in this section, the final site map of the application will be presented. 
The first screen shows the welcome screen, included to reinforce the 
graphic communication of the magazine.
After that, the user will be taken to the Home / Library screen, where he 
or she could navigate through the previous editions of the magazine. 
The second screen is where the user can visualize the magazine 
recommendations, search by category, or explore the last issues. The 
third screen is the Agenda, where the user can find events near his 
location. The fourth screen is where the articles or events that the user 
saves are located. The last screen corresponds to the Users Profile, 
where he will have the possibility to Log In, Subscribe, explore more 
with a F.A.Q section, and consult the Privacy Policy and Terms of Use. 
The magazine cover will take the user inside the magazines’ contents, 
where he will be able to navigate through the pages or by the contents 
page. In every article, the user can navigate through the magazine, go 
back to the library and save or share the content.
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La Tempestad Welcome Screen
My Account
Terms of use
Privacy Policy
F.A.Q
Subscribe Now
Log in Register
Library Magazine Cover Contents
.. icon
Save
Share
Hamburger icon
Library
Table of contents
Search
Agenda Day Events Event
Saved
Event
Article
Figure 114. Site map for La Tempestad app
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6.3.2 Task flows
The second stage consisted of creating the task flows for the app. Task 
flows take sitemaps a step further by identifying the various courses of 
actions that a user may traverse within a section of the site. Additionally, 
it is a tool that draws the connections to error states, content, or page 
views based on decision points throughout the process. 
This tool was developed based on the Visual Vocabulary by James Garret, 
which is described in Chapter 4. In Figure 114, the task flow shows every 
page that is going to be included in the app and how it is pretended that 
the users navigate through them. Additionally, it shows the variables, 
conditions, and decisive points that a user might face while navigating. 
(1a) If it is the first time that the user uses the app, it will display a help screen.
(1b) If the log In its successful return to My Account. If users do not have an 
account, it will display a registration screen.
(1c) If the user is logged in and subscribed, it will display the magazine cover. 
If the user is not logged in or subscribed, it will return to the login Screen. 
La tempestad
My Account
Library
Search
Agenda
Saved
Magazine
Cover
Privacy
Policy
Contents
Hamburger
icon
Events
Articles
Log In
Terms of use
Subscribe Now
F.A.Q
.. Icon
Library
Table of
contents
Register
Help Screen
Day Events Event
(1a)
(1b)
(1c)
Save
Share
Figure 115. Task Flow for 
La Tempestad app
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6.3.3 Wireframing
After analyzing the architecture of information and the task flow, the 
next step was to develop the first sketches. In this phase, the app was 
limited to showing only the contents of the printed editions with the 
right layout for the iPhone screen. It was intended that the application 
be very simple and easy to use and that users could interact through 
videos or links with the content. 
At this stage, the Home screen showed a content carousel with the 
magazine covers. In the tab bar, two icons were displayed one referred 
the carousel, and the other referred to a grid so that the users might 
visualize the covers in a carousel or a grid form. 
Other sketches were made for the magazine articles in order to 
understand how images and text could be displayed on a narrow 
screen as is the iPhone’s. 
Figure 116. 
Wireframing sketches
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In the second phase of the low quality wireframing it was considered 
to add more features to the app, not to be limited only to the printed 
edition designed for screens but to be experienced as an app that 
interacts with their readers in other ways. Consequently, it was decided 
to add three more buttons. 
The search button was initially thought of as a button that will show a 
pop-up window where the user could search the magazine’s editions 
by month and year.
The Agenda, adding this screen was a decision made after analyzing 
in detail which information does the magazine shares on social 
networks and their website. As being a magazine that stands out for 
the cultural expression, it was found out that one of the most popular 
posts on Instagram and their webpage was about cultural events that 
happen mostly in Mexico City. Besides, it was also significant because 
sometimes within the printed edition they include some exhibitions or 
events that are happening in the months’ issue, so adding this screen 
will add an extra to the app; readers will be able to share and save 
cultural events inside the app. 
The third button added is Bookmarks or save where users can visualize 
what articles or events they have saved to read later.
In this phase, it was also determined that the cover lines in the cover 
design would be entry points to their articles. Additionally, for better 
navigation, it was thought that the contents page should appear right 
next to the cover, so the reader would have the opportunity to choose 
between navigating the magazine in the order that is presented or skip 
directly to the article of interest. 
While developing the low-quality wireframes elements of the 
visual system were not defined yet. However, other factors such as 
the buttons, photos, icons, and typeface sizes were explored. The 
wireframes were developed for the interface and the magazine pages 
also. Within the magazine layout, in this phase, it was decided to 
include audios for the longer articles. Additionally, in some cases, 
these long articles include sections, so the article will have links that 
lead the reader to the different sections in the article. 
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Figure 117. Low-
Quality Wireframes
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High-Quality Wireframes
On the third stage of design, the high-quality wireframes were 
designed. The layout was kept, and the elements of the visual system 
were defined.
Figure 118. High-
Quality Wireframes
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6.3.4 Visual Design
The grid
A multicolumn grid was defined in order to control the layout 
structure, and achieve a consistent and organized design. A grid 
system also improves the quality of design, achieving effective 
hierarchy, alignment, and consistency in text, images, and other 
elements. 
In a digital product, the grid is essential, since it improves the 
efficiency of the process for responsive design, which these days is 
considered as a necessity.  Multiple screen sizes have forced designers 
to think in terms of dynamic grid systems, instead of fixed widths. 
Consequently, grids have helped to create a consistent experience 
across multiple devices with different screen sizes. 
The grid consists of six columns, margins on both sides, top and 
bottom. In this case, the grid is set on a screen for the iPhone X. Values 
may vary according to the different screen sizes. 
83 px
25 px
8 px
47. 5px
28 px
Figure 119. Grid for 
La Tempestad app
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For the vertical space guidance, a baseline grid was set. This grid is 
similar to writing on a ruled piece of paper; it ensures that the bottom 
of each line of text (its baseline) aligns with the vertical spacing, 
making this type of grid is an excellent typographic tool. 
The baseline value was set as 12 pt; this value is based on the line-
height of the body text. 
Figure 120. 
Baseline Grid
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Icons
Icons can be described as symbolic images satisfying particular needs 
of communication. Their main objective is to communicate an idea 
in a simple, bold, and friendly way, using metaphorical associations 
where the user associates the icon with a particular object or action. 
Icon design must follow the old principles of consistency, legibility, 
and clarity; they must be clear and intuitive; users should not have to 
analyze the icon to figure out what it represents. 
The main benefit of using icons is the ability to replace or support 
the text. In an interface, icons can replace words and add some extra 
benefits as:
-The potential of multilingual perception
-Increase the speed of interactions
-Create a higher level of U.I. memorability 
-Space-saving in layout 
-Support for the design solutions 
Therefore, a set of icons was designed in order to complement the 
visual language for the app. The set was designed to maintain a visual 
unity through lines weight, corners size, color palette, and the level of 
detailing. The style is outlined with the base stroke being 3px. Some of 
the icons have a filled version. 
Figure 121. 
Icon design
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Typography
The typeface management was divided into two: Interface and 
magazine.
For the interface the San Francisco (S.F.) typeface was utilized since 
it is optimized to give the text unmatched legibility, clarity, and 
consistency; moreover, it is the system typography in iOS. 
The principle of hierarchy in typography was applied based on its size, 
weight, and color.
Text styles provided by the Human Interface Guidelines of Apple 
were used. Based on the dynamic Type Size Table (Fig. 122) it was 
determined to use the Default size for the interface; the following are 
the Text styles that were used. (Fig. 123)
Figure 123. 
Text styles for 
the interface
Figure 122. 
Dynamic Type 
Size Table
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On the other hand, for the magazine, it was decided to keep the same 
typefaces that they use in the printed edition in order to maintain 
their essence and follow the brand guidelines. However, as not all the 
typefaces work in screens, it was decided to run some tests to see if 
they worked and they did; they demonstrated to be readable, clear and 
to work in small and large sizes.
Text Styles were also determined to have a better notion of the typeface 
in use within the magazine. 
Title 1, Title 2, and Title 3 correspond to the styles of titles from each 
section. Title 1 for La Menudencia, Title 2 For La Conversación and 
Title 3 for La Crítica. Pull Quotes style was applied for all the magazines 
pull quotes. 
There are two kinds of Body copy. Body 1 was employed in sections 
one and three; this is mainly because the articles in these sections are 
not that long as the articles in section 2. 
Body 2 employs Tiempos, a serif typeface that suits better in longer reads.
Figure 124. 
Text styles for 
the magazine
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Color
For the text, two shades of gray and the black color were used to work 
the visual hierarchy.  
For the background, white color was used throughout the interface. 
Within the magazine, in the last section: ‘La Crítica’ the main color was 
used in transparency of 30% for the background.
As the highlight color of each edition varies from one to another (Fig. 
126) it was decided that the app will work with the months’ edition 
color. In this case the color color corresponds to a cobalt blue (C: 90% 
M: 57% Y: 0% K: 0%). It was modified for better brightness and contrast 
on the screen (R: 0 G: 135 B: 224). The color was used in graphic 
elements as buttons, icons, and links. 
R: 0
G: 0
B: 0
#000000
C: 90 %
M: 57 %
Y: 0%
K: 0% 
R: 100
G: 100
B: 100
#646464
R: 0
G: 135
B: 224
#0087e0
R: 150
G: 150
B: 150
#969696
Figure 125. 
Shades of gray 
for text
Figure 126. 
Highlight 
color
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App Icon
This element needed to be beautiful and memorable to attract the 
users’ attention in the App Store and to stand out on the Home screen. 
It is considered as the first opportunity to communicate. 
The icon was designed with La Tempestad symbol, which was 
considered as a recognizable element that could capture the essence 
of the app. The background color in black was chosen by following the 
guidelines of the brand, which state that the primary colors for the logo 
are black and white. 
Figure 127.App 
Icon design
Figure 128.
App Icon test
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6.3.5 Prototyping
A digital prototype was developed in order to test in some potential 
users; in this way, it could be understood where the users had troubles 
of navigation, readability, or interpretation. 
The prototype was developed with the InVision Studio app. The screens 
presented below were included, and the prototype was completely 
interactive for the users. 
6.3.6 User Testing
At this stage, the prototype was sent to the potential users to 
demonstrate on which parts they have navigation troubles or where 
they found difficulties in finding a determined section.
It was found that in some cases, users were searching the button of My 
Account on the Tab Bar; in some cases, they did not even notice that it 
was on the Home screen. Consequently, the button was added into the 
Tab Bar, presenting it in a more consistent way, and where users are 
familiarized to find it. 
On the other hand it was observed that once the users decided to start 
reading the magazine, both by tapping the read button or by tapping 
on the cover, they did not know what to do after, so a help screen was 
developed for first time users only, with the purpose of not disturbing 
the users that already know how the app works. 
Another thing that happened was that once they understood how to 
navigate inside the magazine, testers said that they felt lost, by not 
knowing in which part of the magazine they were located. To deal with 
this, a button on the left side of the magazine section was included. 
This button will display a pane with all the contents of the magazine, 
replacing the contents page. Besides, on top of it, there is the option for 
the reader to go to the library, where the users could navigate through 
past issues. 
Moreover, the close button was removed, since it generally is related to 
pop up screens. This button was replaced with a (...) symbol that gives 
the user the opportunity to share or save the article. 
Another important change after user testing was the implementation 
of the tap to reveal action inside the magazine. This action will help the 
user to navigate quickly to the other sections of the app. Although it is 
not considered a very common action, in the last few years users have 
been familiarizing with this action, since apps that they commonly use 
include it. One good example of this is Youtube.  
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6.3.7 Result
Figure 129. 
Interface screens
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Figure 130. Interface 
magazine screens
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158
159
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Figure 131. Tap to 
reveal tab bar
Figure 132.Help 
screen
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Figure 133.
Share and save 
options
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Figure 134.Pane 
Table of contents
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An interactive prototype with the final design was developed in 
order to give the reader the possibility of navigating and experience 
the magazine through the app design.  
It can be accessed through this link or by scanning this QR code
Figure 135.
Prototype 
QR code
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6.3.8 iPad Screens
Figure 136. iPad screens
In addition to the graphic proposal for smartphones, a few screens 
for the iPad design were developed. It was observed that due to the 
size, the design has more freedom; additionally, the possibilities of 
different layouts makes the design of the screens more dynamic than in 
smartphone. For the text size, the dynamic type size table was followed 
(Fig. 122). In this case, the size used was Xlarge.
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7. Conclusion
In the last decades, publications have been gone through an era of 
transformation: they became digital adapting their content to fit in 
screens, created new business models to make their online presence 
profitable, developed websites and apps for mobile devices, and 
nowadays they are distributing their content through every social 
platform. Publishers have been adapting to these changes in order 
to respond to their readers’ needs, and although many publications 
still produce their print numbers, they are putting all their efforts to 
achieve a good digital presence. Undoubtedly, the design has been 
playing an essential role in all this, trying to make the content visible, 
accessible, and engaging. 
As the design is the core of this research, it was explored in different 
areas, going from editorial design to interface design, from the 
theoretical to the practical which was explored in the cases of study 
and applied in the practical project. The set of all these explorations 
gave us the following conclusions: 
Publications are no longer seen as a bunch of printed papers; they 
have been redefining their concept, adopting the changes that the 
digital era has brought. They have been transforming with their 
readers, at the beginning offering them digital products designed for 
physical objects, (the replica) a not very successful solution. However, 
it has been a long road, and publishers have been putting all their 
efforts into achieving solutions that can offer their readers innovative 
and unique experiences. 
The experience that a reader can have on a printed edition can never 
be replaced by the experience of the user in a digital publication. 
Publishers and designers must understand that they are designing 
and creating experiences for two completely different mediums. 
Digital publications must be designed as digital products, with all the 
restrictions and possibilities that this entails.
The importance of maintaining a strong visual identity. Readers should 
feel in the same publication, even if they are consuming their content 
in the printed version, reviewing news on the web, or exploring 
interactive content through its application. A strong visual identity 
consists of maintaining the essence of the publication in all the 
available platforms that the publication offers. 
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Digital publications should be designed responding to their readers’ 
habits and needs. Readers can have a good experience in this type of 
publication when they were designed for digital devices. This means 
that among other things, it should be readable, interactive, and easy 
to navigate.  
Apps can be thought of as a perfect solution for publications as 
magazines or newspapers that want to stay true to their editorial 
content. A well-designed app can create a unique experience with 
the reader, allowing them to interpret their content through good 
design, interactions, audios, and extra content. Besides, apps are good 
business models since it is easy to get profitable through methods as 
the subscription model. 
To summarize, digital publications can communicate as effectively as 
print publications; it is only a matter of understanding how the design 
should act in the digital product. If the design is applied effectively, the 
reader will be able to experience the publication in a way that a print 
edition might never do. 
What is next for digital publications?
Nowadays, we are facing an era where we are oversaturated of 
information, where the internet has allowed anyone to become a 
publisher. Social media platforms have become the primary access 
for information, where the excess of poor quality content has caused 
users to distrust truthfulness, and because of this, digital publications 
are more important than ever. Their innovative solutions and content 
exclusive have made them worthy of paying. People are starting to 
believe in the quality of these online content. 
It is complicated to predict what is coming for digital publications, 
but as the development of new technologies is running so fast, we can 
expect changes in digital publications to occur at the same rate. Two 
months ago, Time was launching its first AR and VR app, presenting a 
new form of visual storytelling and establishing the level of immersive 
journalism that Time will continue to bring to their readers. In the 
same way that Time has surprised its readers with the launch of its 
new application, it can be assured that other magazines are working to 
achieve the solutions as innovative and unique as this.
So for the future, we can only expect more changes, so publishers and 
designers must work together in order to provide what the readers’ 
needs, with innovative and engaging content. 
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